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Abstract 
The two key elements that are subject of this research are organizational learning and business models. 
Based on existing publications on both subjects, it became clear that organizational learning enhances 
business models. The research question from this thesis is deducted from that relation: 
How does organizational learning influence the business model in the case of a high-tech company? 
 
This research finds its relevance in the fact that a business model design is a key decision to make a firm 
fit for the future. Average technology with a strong business model might even have a higher outcome 
than strong technology in an average business model. 
Nine propositions are defined to find an answer on the research question: 
 Organizational learning enhances customer segments in a high-tech company. 
 Organizational learning enhances value propositions in a high-tech company. 
 Organizational learning enhances channels in a high-tech company. 
 Organizational learning enhances customer relationships in high tech company.  
 Organizational learning enhances revenue streams in a high-tech company. 
 Organizational learning enhances key resources in a high-tech company. 
 Organizational learning enhances key activities in a high-tech company. 
 Organizational learning enhances key partnerships in a high-tech company. 
 Organizational learning enhances the cost structure in a high-tech company. 
Qualitative methods, like the grounded theory of Strauss & Corbin (2008), were used to analyze the 
propositions for three business units of a high tech company. The cases are not only analyzed 
individually as a within-case, but they are also compared with each other as a cross-case analysis. This 
resulted in the following findings applicable to a high-tech company: 
 The business model components that are enhanced by organizational learning are  the value 
propositions, channels and customer relationships.  
 The enhancement is caused by a range of factors that have a different weight on the 
propositions. 
 Organizational learning doesn’t enhance all business model components in all organizations.  
 A young age and a system-and-services model could cause revenue streams, customer segments 
and back-end components of the business model canvas to oppose their propositions. 
 The key activities and the cost structure component are matching the propositions. Indicators 
exist that this only applies when back-end components from young organizations with a focus 
on systems-and-services models are excluded. 
 Four out of nine propositions show mixed results for at least one of the three cases: customer 
segments, revenue streams, key partnerships and key resources. 
This research recommends creating awareness and spending attention on organizational learning 
wherever business model components failed the propositions. Further research could investigate if 
results could be replicated in other high-tech companies. It could also focus on the negative propositions 
of business unit CBA and explore why the results of this case deviate from other results.   
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1. Introduction 
The business model design is a key decision to make a firm fit for the future because undistinguished 
technology with a strong business model, might have a higher outcome than great technology in an 
average business model (Chesbrough, 2010; Zott & Amit, 2010). Plentiful definitions of the term 
business model are cited in scientific literature, but researchers don’t agree on an unambiguous 
definition (Lambert & Davidson, 2013; Teece, 2010). Multiple publications define comparable business 
model characteristics (Demil & Lecocq, 2010; Johnson, 2010; Osterwalder, Pigneur, & Clark, 2010; 
Osterwalder, Pigneur, & Tucci, 2005; Tikkanen, Lamberg, Parvinen, & Kallunki, 2005), which can be 
summarized into nine components (Wirtz, Pistoia, Ullrich, & Göttel, 2015). The business model canvas, 
which is one of the models that implements the largest spectrum of components, adapts seven of those 
characteristics: resources, network, customers, market offering (value proposition), revenues, service 
provision and finances. The customer component of the business model canvas is divided into three 
subcomponents, which are treated as key components: ‘channels’ , ‘customer relationships’ and 
‘customer segments’ (Osterwalder et al., 2010; Wirtz et al., 2015). Strategy and procurement are part of 
the spectrum of components which are not covered by the business model canvas (Osterwalder et al., 
2010; Wirtz et al., 2015). Procurement is integrated in a minority of business model frameworks, which 
is considered rather surprising because neglecting this component can have far-reaching consequences 
for other components (Wirtz et al., 2015). Casadesus-Masanell & Ricart (2010) state that strategy and 
business model, though related, are different concepts: a business model is the direct result of strategy 
but is not, itself, strategy. The missing of the strategy component can also be derived from the 
organization-theory orientation where Osterwalder and Pigneur (2010) are situated (Wirtz et al., 2015). 
Organization-theory orientation is a different classification and stream than the technology- or the 
strategy orientation (Wirtz et al., 2015). Organization oriented theorists consider the business model as 
a tool for the abstraction of an entire company (Hamel, 2000; Wirtz et al., 2015). Osterwalder and 
Pigneur (2010), who are the authors of the business model canvas describe a business model as the 
rationale of how an organization creates, delivers, and captures value (Osterwalder et al., 2010).  
Business models are a relevant subject of research (Osterwalder et al., 2005; Teece, 2010; Wirtz et al., 
2015) because they positively relate to both firm performance (Baden-Fuller & Haefliger, 2013; Bonazzi 
& Zilber, 2014; Brettel, Strese, & Flatten, 2012; Hu, 2014; Lambert & Davidson, 2013), technological 
innovation (Baden-Fuller & Haefliger, 2013; Hu, 2014; Teece, 2010) and the performance of 
technological innovation. According to Hu (2014), the relation between business models and 
technological innovation performance is mediated through organizational learning. How intense 
organizational learning mediates this relationship depends on the design of the business model (Hu, 
2014). The most suited business model to satisfy customer needs might however not be known upfront 
(Teece, 2010). Teece (2010) states that organizational learning enhances business models and so offers a 
tool to obtain a more suited business model. According to Teece (2010), an enhanced business model 
represents provisional solutions to user/customer needs. Those needs are caused by an evolving reality 
impacting customers, society, and the cost structure of the business.  A similar finding was discovered by 
Wu, Guo, & Shi (2013). They argue that organizational learning enhances individual components of a 
business model and so improves the business model as a whole (Wu et al., 2013). As knowledge is the 
outcome of learning (Argote, 2013), it is fair to argue that the research of Wu, Guo, & Shi (2013) covers 
the domain of organizational learning (Hu, 2014). As a conclusion we can state that organizational 
learning is more than a mediating factor between technological innovation performance and the 
business model (Hu, 2014). Organizational learning also has a direct influence on the business model 
(Teece, 2010; Wu et al., 2013).  
Organizational learning and business models have in common that they are both considered to be a key 
factor of organizational performance (Argote, 2013; Baden-Fuller & Haefliger, 2013; Bonazzi & Zilber, 
2014; Brettel et al., 2012; Hu, 2014; Lambert & Davidson, 2013). The way that organizational learning is 
defined has large support from the research community. Argote (2013) states that most researchers 
agree with defining organizational learning as a change in the organization’s knowledge that occurs as a 
function of experience (Argote, 2013; Argote & Miron-Spektor, 2011; Fiol & Lyles, 1985). Measuring this 
knowledge component as a change in practices or performance has the advantage that it will capture 
both tacit as explicit knowledge (Argote & Miron-Spektor, 2011; Hodgkinson & Sparrow, 2002). Also, a 
framework is developed to analyze organizational learning (Argote & Miron-Spektor, 2011). It shows 
that organizational learning happens via task performance experience, but also that it occurs in a certain 
context. This context mediates the relation between two important components: experience and 
knowledge (Argote, 2013; Argote & Miron-Spektor, 2011; Muehlfeld, Rao Sahib, & Van Witteloostuijn, 
2012). The context is divided in the environmental- and the latent organizational context in which the 
organization is embedded. The active context is the third subcomponent of the context. This is where 
the organizational members and tools are positioned. Members, tools and also tasks are considered to 
be the main mechanisms in organizations through which organizational learning occurs. Learning 
networks are formed by crossing these elements. The member-member network is the social network of 
an organization. Other networks are the task-task and the tool-tool networks. Interrelationships also 
exist in the form of member-task, member-tool, task-tool and the member-task-tool network (Argote & 
Miron-Spektor, 2011).  
As explained in the previous paragraphs, scientific evidence exists that organizational learning affects 
business models (Teece, 2010; Wu et al., 2013). However, there is no detailed study which applies and 
proves this theory in a high-tech company or in its business units. This study derives its research 
question from this scientific gap: 
How does organizational learning influence the business model in the case of a high-tech company? 
 
The scope of this study will find its relevance in a case that investigates three strategic business units of 
a global high tech company. This research adds knowledge to the body of knowledge. This by breaking 
up and investigating the research question in sub questions: 
1. What is a strategic business unit? 
2. What is a business model? 
3. What is a business model framework? 
4. What is organizational learning? 
5. What is the influence of organizational learning on the business model canvas of 
Osterwalder and Pigneur (2010)? 
6. What are the building blocks of the business model canvas (Osterwalder et al., 2010) 
Secondary this study will offer practical relevance for managers working in high-tech companies. The 
outcome of this study will offer them an understanding of how organizational learning influences their 
business model. 
2. Theoretical background 
2.1. Introduction and purpose 
Chapter 2, the theoretical background, is created as a review of the scientific concepts used in this 
study. Also, it’s written to establish the research question and conceptual model around existing theory. 
The intent of this approach is to deliver a study which contributes to the body of scientific knowledge. 
On the other hand, it offers a building block to support the instruments of measurement as defined in 
the methodology in chapter 3. The business model canvas (Osterwalder et al., 2010) and the 
organizational learning framework (Argote & Miron-Spektor, 2011) are the key instruments to 
accomplish the data collection. This chapter works backwards through the concepts of the research 
question to come up with a conceptual model and propositions which are derived from the explored 
theory. The sub questions all together answer the research question as defined in the introduction 
(chapter one). The theoretical background is especially important because it uses scientific literature to 
answer sub questions 1, 2, 3, 4 and 6 of chapter one. The concepts of sub question 5 will be explored so 
that this study can answer the last sub question with a fallback to grounded theoretical concepts.  
2.2. Key concepts 
2.2.1. Strategic business unit 
The term ‘strategic business unit’ is used in the context of an organizational level which is positioned 
below the firm level (Govindarajan, 1989; Harter, Schmidt, & Hayes, 2002; Tapinos, 2013). Sammut-
Bonnici & McGee (2015) define a strategic business unit in more detail, which makes it a solid definition 
to use in the context of this research: 
“A strategic business unit (SBU) is an organizational subunit that acts like an independent business 
in many major respects, including the formulation of its own strategic plans and its own marketing 
strategy. An SBU may share its parent organization’s corporate identity or develop its own brand 
identity, depending on the degrees of freedom allowed to the management of the division.” 
Sammut-Bonnici & McGee, 2015 
2.2.2. Business model 
2.2.2.1. Business model definitions 
The term business model is already subject of investigation for multiple years (Wirtz et al., 2015) 
because it can relate with firm performance and innovation (Baden-Fuller & Haefliger, 2013; Bonazzi & 
Zilber, 2014; Brettel et al., 2012; Hu, 2014; Teece, 2010; Tidd & Bessant, 2013). Multiple definitions are 
used in scientific publications through the past decades (Bonazzi & Zilber, 2014; Teece, 2010). As 
visualized in Figure 1, the business model research field differentiates three phases through the relative 
short history of this domain. The early phase, which started around 1975, focuses mainly on technology-
oriented aspects of the business model. The formation phase, which contains publications between 
1997 until the end of 2002, initiates the first overall concepts of business models. These publications 
expand the technology orientation with disjointed orientations: the organization-theory orientation and 
the strategy-orientation. The differentiation phase started around 2003 and contains the contemporary 
research interpretations about business models (Wirtz et al., 2015).  
 Figure 1- Literature overview of the business model research field (Wirtz et al., 2015) 
Table 1 focuses on business model definitions from key organization-theory oriented contributors of the 
differentiation phase (Wirtz et al., 2015). The selection to use this phase is made because of the 
contemporary nature of it (Wirtz et al., 2015). The choice for the orientation corresponds most with the 
organizational orientation of learning as well (Argote, 2013; Wirtz et al., 2015). 
Organizational-
theory 
oriented 
researcher  
Year Definition of business model 
Osterwalder & 
Pigneur 
2010 The rationale of how an organization creates, delivers, and 
captures value (Osterwalder et al., 2010). 
Baden-Fuller & 
Morgan 
2010 How a firm organizes itself to create and distribute value in 
a profitable manner (Baden-Fuller & Morgan, 2010).  
Al-Debei, El-
Haddadeh, & 
Avison 
2008 The business model is an abstract representation of an 
organization, be it conceptual, textual, and/or 
graphical, of all core interrelated architectural, co-
operational, and financial arrangements designed and 
developed by an organization presently and in the future, 
as well as all core products and/or services the 
organization offers, or will offer, based on these 
arrangements that are needed to achieve its strategic goals 
and objectives (Al-Debei et al., 2008). 
Hurt 2008 The business model is a total architecture of the firm made 
up of a set of components and linkages, reflecting the 
firm's choices (Hurt, 2008). 
Zott & Amit 2007 The content, structure, and governance of transactions 
designed so as to create value through the exploitation of 
business opportunities (Zott & Amit, 2007). 
Keen & Qureshi 2006 The business model tells a logical story explaining who 
your customers are, what they value, and how you’ll make 
money providing them that value (Magretta, 2002). 
Tikkanen et al. 2005 The business model of a firm is a system manifested in the 
components and related material and cognitive aspects. 
Key components of the business model include the 
company’s network of relationships, operations embodied 
in the company’s business processes and resource base, 
and the finance and accounting concepts of the company 
(Tikkanen et al., 2005). 
Table 1 - Organization-theory oriented business model definitions from the differentiation phase (Wirtz et al., 2015)  
In this study, the business model will be defined as the rationale of how an organization creates, 
delivers, and captures value (Osterwalder et al., 2010). This definition offers clarity and it provides an 
understandable and easy description of what a business model is. This definition is also used in business 
model designs in existing theory and practice (Osterwalder et al., 2010). 
2.2.3. Business model framework 
The definition below defines what a business model framework is and in what context it can be used. 
Paragraph 2.2.4 describes a frequently used business model framework: the business model canvas. The 
business model canvas is built on the organizational oriented business model definition which is used in 
this study (Osterwalder et al., 2010). The fit with the organization theory classification of this framework 
makes it a relevant framework to utilize in this study (Osterwalder et al., 2010; Wirtz et al., 2015). The 
business model canvas cannot be seen as an organization structure, but it is a framework with an 
organizational focus which matches the needs of this study (Osterwalder et al., 2010; Wirtz et al., 2015). 
“The Business Model Framework (BMF) is a model that sequences possible business models from 
very basic (and not very valuable) models to far more advanced (and very valuable) models. Using 
the BMF, companies can assess where their current business model stands in relation to its 
potential and then define appropriate next steps for the further advancement of that model .” 
Chesbrough, 2007 
 
Paragraph 2.2.4 describes a frequently used business model framework in theory and practice: the 
business model canvas from Osterwalder et al. (2010). This framework also adopts the business model 
definition as defined this study (Osterwalder et al., 2010; Wirtz et al., 2015). For this reason, the 
business model canvas is a satisfactory framework to utilize in this study (Osterwalder et al., 2010; Wirtz 
et al., 2015). 
2.2.4. Business model canvas 
The business model canvas is developed using the definition which states that a business model is the 
rationale of how an organization creates, delivers, and captures value (Osterwalder et al., 2010). The 
business model canvas can be best described through nine interrelated building blocks that show the 
logic of how a company intends to make money (Osterwalder et al., 2010).  
Component Description  
Customer 
segments 
The customer segments building block defines the 
different groups of people or organizations an 
enterprise aims to reach and serve customers. 
Value 
propositions 
The value propositions building block describes the 
bundle of products and services that create value for a 
specific customer segment. 
Channels The channels building block describes how a company 
communicates with and reaches its customer segments 
to deliver a value proposition. 
Customer 
relationships 
The customer relationships building block describes the 
types of relationships a company establishes with 
specific customer segments. 
Revenue 
streams 
The revenue streams building block represents the cash 
a company generates from each customer segment 
(costs must be subtracted from revenues to create 
earnings). 
Key resources The key resources building block describes the most 
important assets required to make a business model 
work. 
Key activities The key activities building block describes the most 
important things a company must do to make its 
business model work. 
Key 
partnerships 
The key partnerships building block describes the 
network of suppliers and partners that make the 
business model work. 
Cost structure The cost structure building block describes all costs 
incurred to operate a business model. 
Table 2 - Building block definitions of the business model canvas (Osterwalder et al., 2010) 
The building blocks defined in Table 2 are mapped on a canvas and form the business model canvas as 
displayed in the figure onder(Osterwalder et al., 2010). 
 
Figure 2 - Business model canvas (Osterwalder et al., 2010) 
Wirtz, Pistoia, Ullrich and Göttel (2015) did research on a broad set of business model frameworks and 
categorized them based on the implementation of their building blocks. Strategy and procurement are 
part of the spectrum of building blocks, but they are not covered by the business model canvas (Wirtz et 
al., 2015). The business model canvas however finds its relevance in both theory and practice and is 
developed using the selected business model definition of this study (Osterwalder et al., 2010). The 
business model canvas with its interrelated building blocks will therefore be a useful business model 
framework during this study.  
2.2.5. Organizational learning 
Organizational learning boosts business models and so offers a tool to obtain a more suited business 
model for customer satisfaction (Teece, 2010). A comparable discovery was found by Wu, Guo, & Shi 
(2013), they defend that customer-related knowledge contributes to value creation in business models. 
Because knowledge is defined as the outcome of learning (Argote, 2013), it is reasonable to use this 
conclusion from the research of Wu, Guo, & Shi (2013) in a broader context of organizational learning 
(Hu, 2014). The following paragraph will focus on the definition of organizational learning and describe s 
a framework which can be used as a basis to measure organizational learning.  
2.2.5.1. Organizational learning definition 
 
Author Year Definition of organizational learning 
Winter & Nelson 1982 Organizational learning is the establishment of routines which 
operationalize organizations’ memories and knowledge bases.  
Fiol & Lyles 1985 Organizational learning is a change in the organization’s knowledge that 
occurs as a function of experience. 
Slater & Narver 1995 Organizational learning is the development of new knowledge or insights 
that have the potential to influence behavior. 
 
In contrast to business models, most researchers have acknowledged an unambiguous definition of 
organizational learning (Argote, 2013). The definition used in this study, is cited by the authors of the 
organizational framework (Argote & Miron-Spektor, 2011). The definition contains an experience 
component, which is the central component in the organizational learning framework (Argote & Miron-
Spektor, 2011). For this reason, the following definition will be satisfactory to adopt in this paper:  
Organizational learning is a change in the organization’s knowledge that occurs as a function of 
experience. 
Fiol & Lyles, 1985 
2.2.5.2. A theoretical framework for analyzing organizational learning 
A theoretical framework for analyzing organizational learning will be reused from earlier research 
(Argote & Miron-Spektor, 2011). The practiced theoretical framework (Argote & Miron-Spektor, 2011) is 
established around interrelated components which are defined in Table 3. The theory behind them is 
written in the table as well (Argote & Miron-Spektor, 2011): 
Components Description 
Task 
performance 
Because organizations learn from attempts to perform tasks that are incomplete or 
unsuccessful, experience is defined in terms of the number of task performances 
experience rather than the number of task completions. 
Knowledge Knowledge is the outcome of learning. 
Active context The active context includes the organization’s members and tools, which interact with 
the organization’s task. As the name implies, the active context can take actions to 
perform tasks. 
Latent 
organizational 
context 
The organizational context includes characteristics of the organization, such as its 
structure, culture, technology, identity, memory, goals, incentives, and strategy. The 
context also includes relationships with other organizations through alliances, joint 
ventures, and memberships in associations. The latent context affects which 
individuals are members of the organizations, which tools they have and which 
subtasks they perform to accomplish the overall task of the organization. 
Environmental 
context 
The environmental context includes elements outside the boundaries of the 
organization such as competitors, clients, educational establishments, and 
governments. The environment can vary along many dimensions, such as volatility, 
uncertainty, interconnectedness, and munificence (Argote, 2013). 
Table 3 - Building block definitions of the organizational learning framework (Argote, 2013) 
 
Figure 3 displays the organizational learning framework, which is a continuous ongoing process of 
organizational learning. This framework finds place in a context with multiple levels: the environmental 
content, the latent organizational context and the active context. The environmental context is the main 
container and it has a bidirectional relationship with the latent organizational context, which is a 
subsection of the environmental context. The latent organizational context contains multiple 
components like the active context, task performance experience and knowledge.  
 
The latent organizational context has a bidirectional 
relationship with the active context. The active context also 
influences the task performance experience and the relation 
between task performance experience and knowledge. The 
active context is the component which contains the 
members and tools of an organization. Task performance 
experience is also influenced by the environmental context. 
Once knowledge is created, it will be passed to the 
environmental context and back to the active context. In this 
way, new knowledge will be used in the next organizational 
learning cycle. The interaction between the components is an 
ongoing learning process which results in the creation of new 
knowledge (Argote & Miron-Spektor, 2011).  
 
The author of this framework cites that the learning cycle 
shown in Figure 3 occurs at different levels in organizations: 
individual, group, organizational, and inter-organizational 
(Crossan, Lane, & White, 1999). When analyzing learning at a level of analysis, the context for that level 
includes all higher levels. An exception of this rule is the individual learning level (Argote, 2013). Argote 
Figure 3 - A Theoretical Framework for Analyzing 
Organizational Learning (Argote & Miron-
Spektor, 2011) 
(2013) states that for learning to occur at these higher levels of analysis, the knowledge the individual 
acquired would have to be embedded in a supra-individual repository. This is required so that others can 
access it. Depending on the available information, this study will analyze the research question using the 
group and/or organizational level of the organizational learning framework. Both levels result in 
representative outcomes on the organizational level, which is subject of this study (Argote & Miron-
Spektor, 2011). 
 
2.3. Conceptual model 
Organizational learning
Key PartnersKey Activities
Key ResourcesCost StructureValue PropositionsRevenue StreamsCustomer Relationships
ChannelsCustomer Segments
 
Figure 4 - Conceptual model 
Scientific findings prove that organizational learning can improve business models (Teece, 2010; Wu et 
al., 2013). This relationship is conceptualized in figure 4 where a causal relationship is drawn between 
organizational learning in the top box and each of the nine components of the business model canvas 
(Osterwalder et al., 2010) in the below boxes. 
2.4. Propositions 
Based on the research question and sub questions defined in chapter 1, the key concepts of paragraph 
2.1 and the conceptual model of paragraph 2.2, a scientific gap is identified based on the relationship 
between organizational learning and business models (Hu, 2014; Teece, 2010; Wu et al., 2013). The gap 
is situated in investigating the relation between organizational learning and business models in the 
context of a high-tech company. The propositions of this research are derived from the only research 
sub question which was not answered in the theoretical framework yet: “What is the influence of 
organizational learning on the business model canvas of Osterwalder and Pigneur (2010)?”. Based on 
this question, nine propositions are logically derived from the nine components of the business model 
canvas (Osterwalder et al., 2010) and from the central research question: “How does organizational 
learning influence the business model in the case of a high-tech company?”. The influence of 
organizational learning will be researched on each component of the business model canvas 
(Osterwalder et al., 2010): 
Organizational learning enhances customer segments in a high-tech company. 
Proposition 1 
Organizational learning enhances value propositions in a high-tech company. 
Proposition 2 
Organizational learning enhances channels in a high-tech company. 
Proposition 3 
Organizational learning enhances customer relationships in high tech company. 
Proposition 4 
Organizational learning enhances revenue streams in a high-tech company. 
Proposition 5 
Organizational learning enhances key resources in a high-tech company. 
Proposition 6 
Organizational learning enhances key activities in a high-tech company. 
Proposition 7 
Organizational learning enhances key partnerships in a high-tech company. 
Proposition 8 
Organizational learning enhances the cost structure in a high-tech company. 
Proposition 9 
Earlier research findings were investigating the relationship between organizational learning and 
business models (Hu, 2014; Teece, 2010; Wu et al., 2013). All propositions are derived from the fact that 
organizational learning has the ability to enhance the entire business model (Hu, 2014; Teece, 2010; Wu 
et al., 2013). The propositions are formulated with the expectation that organizational learning 
enhances the individual components of the business model canvas (Osterwalder et al., 2010) as well, 
and so it logically improves the business model as a whole. The logic, which suggests an enhancement of 
the business model canvas components based on organizational learning, was already successfully 
applied for the customer component in earlier research (Wu et al., 2013). This research (Wu et al., 2013) 
gives confidence that the same results can be mirrored to other components of the business model 
canvas (Osterwalder et al., 2010). This logic was applied during the creation of the propositions. The 
propositions are also formulated from the point of view that organizational learning is expected to 
enhance business models in a context which was not investigated before: a high-tech company. This 
study expects to find complementary results with earlier work (Hu, 2014; Teece, 2010; Wu et al., 2013) 
and so it will enrich the understanding of this relation.  
  
3. Research design 
3.1. Research strategy 
The propositions and remaining sub research question are derived from the central research question. 
Secondary they are also derived from the organizational learning framework (Argote & Miron-Spektor, 
2011), the business model canvas (Osterwalder et al., 2010) and a broader theory which states that 
organizational learning enhances business models (Teece, 2010; Wu et al., 2013). This study wants to 
discover, gain insights, and clarify the understanding of what’s happening with this theory in a narrower 
context: a high-tech company. The nature of this research can be defined as exploratory for the 
following reasons:  
 Saunders (2011) states that an exploratory study is a valuable means to ask open questions to 
discover what is happening and gain insight about a topic of interest.  
 Exploratory research is useful to clarify the understanding of a problem (Saunders, 2011).  
 Exploratory design may commence with a broad focus but this will become narrower as the 
research progresses (Saunders, 2011).  
This study will use a qualitative and not a quantitative approach because of the exploratory nature of 
this research design. The main reason for this is the flexible and adaptiveness to change of explorative 
studies (Saunders, 2011). The fact that open questions are a good means in exploratory studies, also 
contributed to this decision. Saunders (2011) also numbers multiple qualitative methods to be used in 
accordance with exploratory research (Saunders, 2011, p. 171). Based on these arguments, the 
researcher argues that it makes sense to use a ‘how-question’ in the research question as defined in 
chapter 1.  
Saunders (2011) states that a case study explores a research topic or phenomenon within its context, or 
within several real-life contexts. A case study strategy will be relevant if you wish to gain a rich 
understanding of the context of the research and the processes being enacted (Eisenhardt & Graebner, 
2007). Both facts, which are related to case studies, are matching the narrowed scope to a specific 
context. This is also defined in the research question of this study. A case study strategy also has the 
ability to generate answers to ‘how questions’ (Saunders, 2011). In line with these facts and arguments, 
the case study will be chosen as research strategy. The used definition of a case study can be found in 
below quotation: 
“A case study is a study in which (a) one case (single case study) or a small number of cases 
(comparative case study) in their real-life context are selected, and (b) scores obtained from these 
cases are analyzed in a qualitative manner.” 
Dul & Hak, 2007 
The population of potential cases (Yin, 2009) consists of all high tech companies on a global scale. This 
study limits the scope to a single case dimension as defined by Yin (2009), because it provides the 
opportunity to observe and analyze a phenomenon that few have considered before  (Saunders, 2011). 
In practice, this means that a high-tech company from The Netherlands offered the researcher the 
opportunity to access specific information. This information relates to organizational learning (Argote & 
Miron-Spektor, 2011) and business models (Osterwalder et al., 2010) in three strategic business units 
(Sammut-Bonnici & McGee, 2015) of this company. The effort to grant access to similar information in 
other organizations, requires a broader personal network. Secondary it would require expanding the 
time boundaries defined for this study. For this reason it is argued that a single case study is a better fit 
for this study than a multiple cases study (Yin, 2009).  
During this study the business model (Osterwalder et al., 2010) and organizational learning (Argote & 
Miron-Spektor, 2011) will be investigated on the group level of this high tech company. The group level 
implies the level of the strategic business units (Argote & Miron-Spektor, 2011; Sammut-Bonnici & 
McGee, 2015) of the organization and not the individual or the organizational level (Argote & Miron-
Spektor, 2011). The complexity and size of the selected organization is the rationale to investigate on 
this level. The expectation is that investigating multiple strategic business units will lead to a conclusion 
which is generalizable for the organizational level  of the selected company. The single case study will 
therefore use the embedded cases approach (Yin, 2009). Multiple units of the case will be subject of 
research (Yin, 2009). As a conclusion, it can be stated that a single embedded case study will be the 
chosen research strategy (Yin, 2009). 
3.2. Data collection 
A candidate case is a member of a set of cases from which the researcher will select one case or a small 
number of cases for a case study (Dul & Hak, 2007). The selected case is a Dutch high tech company. 
This case copes with the high-tech aspect which is subject of this research. The company is selected 
because of the personal network of the researcher within this organization, which offers the researcher 
the possibility to retrieve information. Table 4 shows the embedded cases to which the researcher is 
entitled to access information. The candidate embedded cases are in accordance with the definition of a 
strategic business unit (Sammut-Bonnici & McGee, 2015) and are part of the selected case.  
Strategic Business Unit (Sammut-Bonnici & McGee, 2015) High Tech Company 
Business Group CBA Dutch high tech company 
Business Group BAC Dutch high tech company 
Business Group Z Dutch high tech company 
Business Group ABC Dutch high tech company 
Business Group DEF Dutch high tech company 
Business Group GHI Dutch high tech company 
Business Group JKL Dutch high tech company 
Table 4 – Candidates cases of a Dutch high tech company  
The embedded case selection of this study will happen based on the most likely factor: in which case is it 
most likely that the defined propositions occurs (Dul & Hak, 2007)? This is common when testing 
propositions which are tested for the first time (Dul & Hak, 2007). This applies because the relation 
between the variables ‘organizational learning’ and ‘business models’ is tested for the first time in a 
high-tech company. The presence of all nine business model components (Osterwalder et al., 2010) and 
organizational learning components (Argote & Miron-Spektor, 2011) are the key criteria to select 
embedded cases for this research. Off course the selected cases should comply to the definition of a 
strategic business unit (Sammut-Bonnici & McGee, 2015). The researcher argues that more presence of 
these components points to a higher likeliness that the research question can be answered. The 
possibility to gather data in a timeline which is analogue with the expected timeframe of this study is, 
together with accessibility of information, the secondarily selection criteria for the embedded cases.  
The business groups CBA is a new business unit, where the key value proposition of the high-tech 
company is no longer treated as a product, but as systems-and-services model. The researcher argues 
that this new approach points to the fact that the organization has gone through an organizational 
learning process (Argote & Miron-Spektor, 2011) to reinvent itself towards a systems-and-service-
oriented business model. All components of the described frameworks are available (Argote & Miron-
Spektor, 2011; Osterwalder et al., 2010; Sammut-Bonnici & McGee, 2015) .  
The business groups ABC and BAC are currently moving from a leading position in a relative stable 
market to a more fragmented market. The researcher argues that this movement requires a high 
organizational learning process to adapt the business model to survive. Business group ABC focuses on 
the business-to-consumer of a large market, while BAC puts the focus on the business-to-business 
market of a large market. 
The other business groups, as defined in Table 4, also comply with the selected criteria, but the 
researcher argues that especially the selected business groups indicate a high presence of organizational 
learning compared to the other business units. The selected business units also cover the entire scope of 
the business because both professional and consumer channels are included in the business units. Those 
practical insights comply with the fact that an embedded case selection is essentially an arbitrary choice, 
which is only marginally regulated by theoretical considerations (Dul & Hak, 2007). As described earlier 
in this paragraph, the researcher still argues that theoretical considerations are made in the embedded 
case selection. By using the available information and theoretical background, the researcher argues 
that the selected embedded cases are the most suited for this study. As the study has a qualitative 
nature, the data will be collected using data triangulation methods as described in below paragraphs 
(Yin, 2009). Data triangulation is especially valuable as it complies with reliability, internal-, external- and 
construct validity criteria as described in paragraph 3.5 (Saunders, 2011; Yin, 2009).  
3.2.1. Semi-structured interviews 
This study intents to interview organizational members who carry insights on the organizational level of 
the selected strategic business unit. The reason for this scope is that both learning as the business 
model are being investigated on the organizational level (Argote & Miron-Spektor, 2011; Osterwalder et 
al., 2010). The insights this study looks for, requires to relate to both concepts. The interviews will be 
organized until saturation in the answers occurs. The researcher decided to choose for a semi-structured 
interview (Yin, 2009) because it gives some basic structure to the interview: semi-structured interviews 
provide a predefined set of themes and questions (Saunders, 2011). On the other hand, semi-structured 
interviews are ‘non-standardized’ and offer the opportunity to explore responses in more detail by 
asking additional questions (Saunders, 2011). This approach will be especially useful because the 
literature already defines a broad theory which can be used to create themes and key questions. As the 
research question and propositions require exploration, it would be useful to ask additional questions 
depending on the answers of the interviewee. Themes and questions will be created upfront as part of 
the preparation of the interviews with the selected individuals. The themes and questions are detailed 
out in section 3.3. The questions and themes for the interviews are derived from the frameworks 
described in chapter 2.2.4 for business models and paragraph 2.2.5 for organizational learning (Argote & 
Miron-Spektor, 2011; Osterwalder et al., 2010).  
3.2.2. Documents 
Answers given during the semi-structured interviews need to be consistent with other findings to 
increase the validity and to achieve a positive outcome of data triangulation (Dul & Hak, 2007). For this 
reason, the intention of this research was to analyze documents from the organization to find 
corresponding results with the interview. During this research, it appeared that the investigated 
company was hesitant to share business critical information. Data triangulation (Dul & Hak, 2007) has 
been taken care of by comparing the answers of the interview participants.  
3.3. Operationalization / instrument of measurement 
Table 5 identifies and operationalizes the concepts of this research. It define s themes in the form of 
dimensions, and indicators in the form of questions. The interview guide will be shared upfront with the 
interviewees. The researcher argues that this will improve the quality of the answers and enables 
participants to prepare and reflect on the past to come up with a suitable answer. The questions require 
a broad view of the business, which requires a high maturity of the interviewees. The ti me restriction of 
the interview is another reason to make sure that the participants can prepare for the interview. All 
questions from Table 5 are repeated for each of the nine components (<component x>) of the business 
model canvas. 
Interview question Author Explanation 
1. Did the <component x> of your 
business unit change the last 
two years?  
2. Why did the <component x> 
change?  
3. Which of the following 
components of your business 
model remained the same 
after this change: 
 Value propositions 
 Channels  
 Customer relationships  
 Customer segments 
 Revenue streams 
 Key resources 
 Key activities 
 Key partnerships  
 Cost structure 
4. How was negative impact of 
this change mitigated? 
5. Was the end-result of the 
changes an enhancement and 
why? (optional depending on 
previous answer) 
Argote & 
Miron-
Spektor 
(2011) and 
Osterwalder 
and Pigneur 
(2010) 
1. This question checks if the component 
(Osterwalder et al., 2010) could potentially be 
enhanced by organizational learning (Argote & 
Miron-Spektor, 2011). 
2. The why question will check if the change was 
caused by one or more elements of the 
organizational learning framework (Argote & 
Miron-Spektor, 2011). Understanding the active 
elements of the organizational learning  
framework (Argote & Miron-Spektor, 2011) offers 
insights in how organizational learning works in 
combination with this component (Osterwalder et 
al., 2010). 
3. This question checks if any other component of 
the business model canvas relates to a change of 
the component from question 1. 
4. This question will trick the user by asking a 
reverse question of the proposition.  (Argote & 
Miron-Spektor, 2011). If negative effects were 
found, this question will also check if a new 
organizational learning cycle (Argote & Miron-
Spektor, 2011) is started or not. 
5. This question will check if the enhancement part 
of the proposition is true or false for this element 
(Osterwalder et al., 2010). 
Table 5 – Interview questions, authors & explanations 
3.4. Data analysis 
The nature of this research has both inductive and deductive characteristics. The propositions are 
deductively derived from the existing theory that organizational learning has the ability to enhance a 
business model as a whole (Hu, 2014; Teece, 2010; Wu et al., 2013). The research question and the 
derived propositions will be answered using induction. This will be based on an analysis of three 
business units of a high-tech company. It is appropriate to see the grounded theory (Strauss & Corbin, 
2008) as a method which is mainly inductive (Saunders, 2011; Strauss & Corbin, 2008). For this reason 
the researcher considers the grounded theory a suitable method to analyze the data and find an answer 
to the research question and propositions, which were generated using deduction. Saunders (2011) 
mentions that Strauss & Corbin (1998) use three coding stages to analyze data in grounded theory, The 
researcher followed those steps during the research: 
1. The reorganization of data into categories (open coding) 
2. The process of recognizing relationships between categories (axial coding) 
3. The integration of categories to produce a theory (selective coding) 
Table 5 contains the questions to be asked during the interviews which will be analyzed using the 
grounded theory. The questions are repeated for each of the nine components of the business model 
canvas (Osterwalder & Pigneur, 2010). Due to time boundaries of this research, the researcher decided 
to transcribe only those sections of each audio-recording that are pertinent to the research. This 
technique is also known as data sampling (Saunders, 2011, p. 550). The data will be gathered in three 
business units of a high-tech company. In a first phase of the analysis, the researcher will focus on the 
individual business units of the company (embedded cases) and perform a within-case analysis 
approach. In the next phase, the researcher will compare the business units (embedded cases) and 
execute a cross-case analysis. 
3.5. Methodological criteria 
3.5.1. Internal validity 
Internal validity is the extent to which the outcome of an analysis is justified by the scores obtained in 
the study (Dul & Hak, 2007). Saunders (2011, p. 193) defines several treats to internal validity (Saunders, 
2011). Based on those criteria, the researcher defined mitigation actions to avoid these treats to occur 
during this study. 
Treats (Saunders, 2011) Mitigation action 
Past or recent events Both the invitation as the introduction of the interview will 
contain a statement that the questions should be thought of in a 
long-term perspective. It will be requested to filter out 
exceptional events from the past if they don’t have consequences 
for the longer term. If the interviewee still mentions a past or 
recent event, the interviewer will ask an additional question to 
explain why this past or recent event is an exception to the 
statement made in the invitation and introduction. This is a valid 
possibility in a semi-structured interview. 
Testing Interviewees will get the opportunity to respond anonymously. 
This will reduce the risk that behavior or answers will be adjusted 
because of this study. This will also reduce the risk of personal 
consequences or ‘political correct answers’. 
Instrumentation  The study uses a semi-structured interview. To receive 
comparable results, themes and questions will be created. As 
the nature of the research is exploratory, it would be possible 
to ask additional open questions or change the order of the 
questions (Saunders, 2011). To improve the comparability, a 
coding tree is created in Table 5 of paragraph 3.3. The themes 
and standard questions will offer the interview guidance 
towards a certain level of standardization. The answers of the 
different interviewees will be mapped to these labels. 
 Data triangulation will be used: documents will be studied to 
find comparable results to validate the interview results. 
Answers from different interviewees will be compared with 
each other. 
Mortality One of the selection criteria of the cases is that the case should 
have enough candidate interviewees. This should give enough 
opportunities to replace an interviewee with a backup person. 
Maturation  The chances of maturation on the individual level will be 
mitigated by the fact that the interviews will be organized 
until saturation occurs. The answers of the group of 
interviewees will be stronger than an individual that changes 
his/her insights.  
 Maturation will also be covered by asking upfront to all 
individuals if they foresee any change to occur soon that 
might influence attitudes or behaviors related to the subject 
of research. 
Ambiguity about causal direction  During the introduction of the interview it will be made clear 
what the direction is, an example will be given to explain 
cause and effect between organizational learning and 
business models. 
 In the invitation, the publications of the broader theory will 
be shared to offer some insights and reading upfront (Teece, 
2010; Wu et al., 2013) 
Table 6 – Mitigation action towards internal validity treats (Saunders, 2011) 
3.5.2. Construct validity  
Saunders (2011) states that construct validity is concerned with the extent to which your research 
measures what you intend them to assess. This study uses a framework for organizational learning 
(Argote & Miron-Spektor, 2011) and business models (Osterwalder et al., 2010) to mitigate the risk to 
measure concepts in a non-scientific way. The literature as described in chapter two, together with the 
methodology in chapter three, is used to come up with a solid line of reasoning based on the literature 
to build up confidence towards the way the concepts are measured. At least one sample interview will 
be part of the preparations of the real interviews to verify if the actual measurements comply with what 
the research intends to measure. The transcripts of the interviews are sent, validated and approved by 
the respondents to increase the construct validity.  
3.5.3. External validity 
External validity is the extent to which the outcome of a study in one instance or in a group of instances 
applies (or can be generalized) to instances other than those in the study (Dul & Hak, 2007). External 
validity (which is a characteristic of a study’s outcome) is not an issue in most forms of case study 
research because usually there is no population to which results are “generalized” (Dul & Hak, 2007). 
The researcher argues that there is very limited risk for external validity because the theory of Dul and 
Hak (2007) applies to the single embedded case study of this study. This study embeds comparable 
cases of a high-tech company which makes generalization and replication very possible to other 
comparable cases. It is difficult to define if the results can be replicated to other less similar cases which 
fall outside the high-tech industry.  
3.5.4. Reliability 
Reliability is the degree of precision of a score (Dul & Hak, 2007). Saunders (2011, p. 192) defines 
multiple treats to reliability. Based on those criteria, the researcher defined mitigation actions to avoid 
these treats to occur during this study.  
Treats (Saunders, 2011) Mitigation actions 
Participant error  A suitable time and location will be agreed upon with the 
interviewee to make sure that the interview don’t get 
disturbed. 
 The interviewee will be asked if the time is suitable and the 
interview will preferably be organized when the interviewee 
indicates he or she has time for it. The timeslot will be large 
enough to complete the interview. 
 The amount of questions will be reduced to the essence to 
avoid an extensive interview which might distract 
participants. 
Participant bias A suited closed location will be reserved where both interviewer 
as interviewee can have a private conversation. 
Researcher error  The interviews will be scheduled in accordance with the 
agenda of the researcher. No upcoming or past activities may 
distract the interviewer. 
  The researcher prepares every interview the day upfront, but 
doesn’t change any regular sleep or living patterns.  
Researcher bias The interviews will be recorded to avoid misinterpretations or 
incorrect notes from the researcher. Both notes and recordings 
should correspond to have an objective result. Recording and 
notes will be made available as attachment to this study. 
Table 7 – Mitigation action towards reliability (Saunders, 2011) 
  
4. Results 
4.1. Description cases 
This chapter analyses three interviews for each of the three selected business units. The following 
paragraphs describe the three business units from the investigated high-tech company. Also, the nine 
propositions from this research are tested based on the answers of the interviews: 
1. Organizational learning enhances customer segments in a high-tech company. 
2. Organizational learning enhances value propositions in a high-tech company. 
3. Organizational learning enhances channels in a high-tech company.” 
4. Organizational learning enhances customer relationships in high tech company. 
5. Organizational learning enhances revenue streams in a high-tech company. 
6. Organizational learning enhances key resources in a high-tech company. 
7. Organizational learning enhances key activities in a high-tech company. 
8. Organizational learning enhances key partnerships in a high-tech company. 
9. Organizational learning enhances the cost structure in a high-tech company. 
The results section of this thesis will display an analysis of the results from the investigation. This will be 
done by providing a within-case analysis of the three business units. Also, a cross-case analysis will be 
detailed out in this section. 
4.1.1. Grounded theory: Open coding, axial coding and selective coding 
Table 8 is the outcome of the coding exercise being executed. The following paragraphs will give more 
detail on how this table was created and what methodology was used to come to this result.  The three 
paragraphs below mention the grounded theory method. This method is mainly focusing on the 
inductive approach (Strauss & Corbin, 2008). The grounded theory is however not the only method used 
to come to the results. This research also used a deductive approach based on the business model 
canvas (Osterwalder et al., 2010) and the organizational learning framework (Argote & Miron-Spektor, 
2011) from which the code categories are deducted and the propositions are formulated. 
Code Categories Code Code Acronym 
Business Model 
(BM) 
Business Model - Enhancement  BM-ENH 
Channels (CH) Channels - Change CH-CH 
Channels - Increased online and electronic retail  CH-IOER 
Channels - Negative Impact CH-NI 
Channels - Strategical Change CH-SC 
Channels - High Risk CH-HR 
Cost Structure 
(CS) 
Cost Structure – Change CS-CH 
Cost Structure - Negative Impact 
CS-NI 
Cost Structure - Shift Priorities CS-SP 
Customer 
Relationship (CR) 
Customer Relationship - Engagement 
 
CR-ENG 
Customer Relationships - Change CR-CH 
Customer Relationships - Education and Information CR-EDINF 
Customer Relationships - Environment Requires Change 
CR-ERC 
Customer Relationships - Existing relations CR-ER 
Customer Relationships - Feedback CR-FB 
Customer Relationships - Feedback Monitoring CR-FM 
Customer Relationships - Negative Impact CR-NI 
Customer Relationships - Strategical Change CR-SC 
Customer Relationships -Lifecycle CR-LICY 
Customer 
Segment 
Customer Segment - Negative Impact CS-NI 
Customer Segment - Target End-User CS-TEU 
Customer Segments - Behavior CS-BEH 
Customer Segments - Change CS-CH 
Customer Segments - Increased online and electronic retail  CS-IOER 
Customer Segments - Insights CS-IN 
Key Activities Key Activities - Build New Capabilities KA-BNC 
Key Activities - Change KA-CH 
Key Activities - Negative Impact KA-NI 
Key Partners Key Partners - Agility KP-AG 
Key Partners - Change KP-CH 
Key Partners - collaboration KP-COL 
Key Partners - Communication KP-CO 
Key Partners - Negative Impact KP-NI 
Key Resources Key Resources - Acquire companies KR-AC 
Key Resources - Change KR-CH 
Key Resources - Downscaling KR-DS 
Key Resources - Human Resources KR-HR 
Key Resources - Maintain Traditional Partners KR-MTP 
Key Resources - Negative Impact KR-NI 
Key Resources - Scale Team Up KR-STU 
Organizational 
Learning (OL) 
Organizational Learning - Change in external environment OL-CEE 
Organizational Learning - Knowledge OL-KN 
Organizational Learning - Latent Organizational Context OL-LOC 
Organizational Learning - Members  OL-MEM 
Organizational learning - Start new cycle OL-SNC 
Organizational Learning – Tools OL-TOOL 
Task Performance Experience - Continuous Improvement TPE-CI 
Revenue Streams 
(RS) 
Revenue Streams – Change RS-CH 
Revenue Streams – Growth RS-GR 
Revenue Streams - Negative Impact RS-NI 
Value Proposition 
(VP) 
Value proposition – Change VP-CH 
Value Proposition - Market Opportunity VP-MO 
Value Proposition - New Proposition VP-NPR 
Value Proposition - Reduce Portfolio VP-RP 
Value Proposition - Strategical Change VP-SC 
Value Proposition – Traditional VP-TPR 
Value Propositions - Negative Impact VP-NI 
Table 8 – Overview of code categories, codes and code acronyms 
4.1.1.1. Open coding 
All transcripts of the interviews of the three business units are analyzed and the data is disaggregated 
into conceptual units and is provided with a label. The same label or name is given to similar units of 
data. The labeling and research started without an explicit basis in theory (Strauss & Corbin, 2008). The 
execution of this can be found in Table 8 in the second and the third column. In figure 5, an example is 
visible of open coding in Atlas.ti, which is the tool used during this research. 
 Figure 5 – Example of open coding in Atlas.ti. 
4.1.1.2. Axial coding 
Axial coding refers to the process of looking for relationships between the categories of data that have 
emerged from open coding. It indicates a process of theoretical development. As relationships between 
categories are recognized, they are rearranged into a hierarchical form, with the emergence of 
subcategories (Strauss & Corbin, 2008). The result of this exercise is mainly visible in the first column of 
Table 8 and in the inheritance of the coding and parent name into the subcategories in the second and 
third column of Table 8. 
4.1.1.3. Selective coding 
In this stage the emphasis is placed on recognizing and developing the relationships between the 
principal categories that have emerged from this grounded approach in order to develop an explanatory 
theory (Saunders, 2011). The selective coding is done in a within-case analysis for each of the three 
business units and in a cross-case analysis afterwards. With respect to the subject of this research, the 
focus was put on the relation between the key code groups as defined during the axial coding. The axial 
codes that relate to the business model canvas (Osterwalder et al., 2010) were analyzed together with 
the axial codes of ‘organizational learning’ and ‘business model’. A formula is created and applied to all 
individual datasets of the individual business units. Afterwards the analyzed individual datasets are 
triangulated with each other to come up with validated and reliable results. The following static axial 
codes were used: 
 Organization Learning (OL) 
 Business Model (BM) 
The following variable axial codes were used: 
 Channels (CH) 
 Cost Structure (CS) 
 Customer Relationships (CR) 
 Customer Segment (CS) 
 Key Activities (KA) 
 Key Partners (KP) 
 Key Resources (KR) 
 Revenue Streams (RS) 
 Value Propositions (VP) 
The following formula was used to find the relations between the different codes. The formula is 
visualized in Figure 6, were the variable ‘X’ is filled each time with one of the nine variable axial codes, 
until all of them are completed. Using this formula, it was possible to find the relation between 
organizational learning and each of the components of the business model  canvas for each of the 
business units.  
( OL ∩ X ) ∪ ( BM ∩ X ) 
 
Figure 6 – Selective coding in Atlas.ti with the axial coding ‘Channels (CH)’ as example.  
This formula is applied to each dataset which is processed with the grounded theory to come up with 
the relevant quotations to analyze. The explanation of the formula can be done using the following 
breakdown: 
 ( OL ∩ X )  
This part of the formula will give back the intersection of all citations which are coded with the static 
axial coding ‘OL’ and variable ‘X’, which represents one of the variable axial codes. 
 ( BM ∩ X ) 
This part of the formula will give back the intersection of all citations which are coded with the static 
axial coding ‘BM’ and variable ‘X’, which represents one of the variable axial codes. 
 ∪ 
This part of the code creates a union between the two formulas. If a citation belongs to 1 OR 2, it 
will be given as output of the formula. 
The citations which are the output of this formula are a relevant input to define a result for each of the 
propositions for the within-cases and the cross-case analysis. 
4.2. Within-Case Analysis 
The results of below paragraphs are supported by relevant quotations which are displayed in appendix 
6.2. The reason to embed the quotations in the appendix has mainly to do with the readability and 
limitation of space in this thesis.  
4.2.1. Business unit ABC 
The name of business unit ABC is anonymized, so are the names of the interviewees. The business unit is 
focusing on a high-tech consumer market and represents the entire ‘business-to-consumer’ market for 
Europe. The business unit is under pressure because of new entrants and innovations on the market. It 
responded by coming with new innovations which became a large success.  The traditional product is still 
under pressure. 
The roles of the participants who are interviewed from this business unit are:  
 Head of strategy of business unit ABC 
 Chief Executive Officer of business unit ABC 
 IT Director of business unit ABC 
The participants share different angles because of their role, and so represent a good overall view on 
the business model and organizational learning. Within this case, organizational learning enhances the 
value propositions of the business model. The analyzed coded fragments of the interviews, from which 
below results are derived, can be found in appendix 6.2.  
4.2.1.1. Organizational learning enhances customer segments in a high-tech company. 
Based on the feedback of the first two respondents, there is no indication that supports the proposition. 
The third respondent on the other hand mentions a change in customer segments which is an 
enhancement. This respondent also indicates organizational learning components like the latent 
organizational context and knowledge and so supports the proposition.  
4.2.1.2. Organizational learning enhances value propositions in a high-tech company. 
The first respondent indicates a change in value propositions over time which is an enhancement. The 
learning aspect is also present via the external environment. The second respondent mentions a change 
as part of the strategy, where strategy is part of the latent organization context. The enhancement 
aspect is also mentioned by the interviewee. The third respondent confirms that the value proposition is 
enhanced based on multiple organizational learning components: experience, external environment and 
knowledge. 
4.2.1.3. Organizational learning enhances channels in a high-tech company. 
The first respondent indicates that organizational learning occurs in the form of a strategical choice, 
which is a learning element of the latent organizational context. This respondent also indicates an 
improvement in the channels of the business unit. The second interviewee mentions a change in the 
channels. Also, he indicates that there is learning as part of experience. Other than that, the respondent 
mentions that the change is an enhancement. Also, the third respondent agrees that a change occurred 
in the channels. His statements indicate that the changes are indeed an enhancement based on 
organizational learning, which is mainly focused in the external environment, knowledge, experience 
and the latent organizational context. 
4.2.1.4. Organizational learning enhances customer relationships in high tech company. 
The first respondent indicates a change in customer relationships which is caused by a strategic change. 
This strategic change is an element of organizational learning via the latent organizational context. Also, 
experience via customer feedback is an element of organizational learning. The respondent also 
indicates that the changes are an enhancement. The second interviewee indicates organizational 
learning coming from the external environment and as part of experience. The respondent indicates 
that it’s an enhancement as well. The third interviewee indicates a change caused by experience, which 
is an element of organizational learning. The interviewee describes an enhancement as well. 
4.2.1.5. Organizational learning enhances revenue streams in a high-tech company. 
The first respondent rejects the proposition. The second respondent on the other hand does see a 
change caused by the latent organizational context of organizational learning. He also considers the 
change to be an enhancement. The third interviewee sees the changes in revenue streams as 
enhancements. Also, he mentions that organizational learning occurred on the knowledge and the 
latent organizational context level. 
4.2.1.6. Organizational learning enhances key resources in a high-tech company. 
The first respondent indicates organizational learning on the key resources component based on the 
latent organizational context and the external environment. Also, he describes this as an enhancement. 
The second interviewee refers to a learning in the external environment and the added value 
proposition which is part of the latent organizational context. The third respondent also sees the change 
as an enhancement which is caused due to the latent organizational context. All respondents indicate 
that the change also occurred due to the new value proposition. 
4.2.1.7. Organizational learning enhances key activities in a high-tech company. 
The first participant describes an enhancement in the key activities area based on the external 
environment, experience and the latent organizational context. The second respondent describes an 
enhancement in the key activities based on the latent organizational context. The third interviewee 
indicates an enhancement based on the external environment, knowledge and experience.  
4.2.1.8. Organizational learning enhances key partnerships in a high-tech company. 
The first interviewee sees an enhancement due to the change in key partnerships. The learning is mainly 
situated via the external environment component and the tools of the organizational framework. The 
second interviewee doesn’t see the enhancement component of the proposition coming back.  He’s 
afraid that the right choices are not made. The third interviewee refers mainly to the latent 
organizational context by mentioning that the changes in key partnerships are caused by strategy and a 
changing value proposition. This respondent indicates experience and the external environment as 
learning component as well. Overall the third interviewee considers the changes to be an enhancement. 
4.2.1.9. Organizational learning enhances the cost structure in a high-tech company. 
The first respondent indicates a change and enhancement in the cost structure based on a strategical 
decision which is part of the latent organizational context of organizational learning.  The second 
respondent also refers to the latent organizational context as cause of the change and enhancement in 
the cost structure. Also, he mentions the external environment and experience as main learning 
components that caused the change and enhancement. The third respondent describes an 
enhancement in the cost structure based on the latent organizational context. This becomes clear based 
on the leader who took decision to go for a new direction in the organization. 
4.2.2. Business unit CBA 
The name of business unit CBA is anonymized, so are the names of the interviewees. The business unit is 
focusing on a high-tech professional market and represents a new business in the ‘business-to-business’ 
market for a specific continent. The business unit is relatively new and is the answer of the company on 
the traditional declining product model. The business unit is mainly investing in the ‘systems and 
services’ model, which offers entire solutions instead of products. This business unit operates in the 
European market. 
The roles of the participants who are interviewed from this business unit are:  
 MT/board member of business unit CBA 
 IT Director of business unit CBA 
 MT/board member of business unit CBA 
The participants share different angles because of their role, and so represent a good overall view on 
the business model and organizational learning. Within this case, organizational learning enhances the 
value propositions of the business model. The analyzed coded fragments of the interviews, from which 
below results are derived, can be found in appendix 6.2.  
4.2.2.1. Organizational learning enhances customer segments in a high-tech company. 
The first respondent indicates a change in the customer segments which is an enhancement in most, but 
not in all regions. In those regions, the organization reacts by starting a new organizational learning 
cycle to activate the market.  The change is caused due to organizational learning at the level of the 
latent organizational context and external environment. The second respondent considers the change as 
an enhancement being caused due to organization learning, more specifically it’s caused due to the 
latent organizational content. The third respondent sees the change as an enhancement caused due to 
organizational learning. The latent organizational context and the external environment are the main 
elements were the respondent refers to when he talks about organizational learning.  
4.2.2.2. Organizational learning enhances value propositions in a high-tech company. 
The first respondent indicates that there is a change in the value proposition, because a new value 
proposition is created on top of the existing one. This generates new revenues and therefore it is an 
enhancement. Organizational learning is also present in the form of experience, knowledge and tools. 
There is still negative impact in some regions, but also there the organization reacts by starting a new 
organizational learning cycle to activate the market. The second respondent identified that 
organizational learning occurs for the value proposition due to the latent organizational context. This 
latent organizational context did change, but the organizational learning process is still ongoing for the 
members and tools of the organization. The third respondent speaks about organizational learning 
caused by a change in the external environment and tools. The new value proposition is an answer to 
the external environment and generates an additional revenue stream for the business. For this reason, 
it is an enhancement. 
4.2.2.3. Organizational learning enhances channels in a high-tech company. 
The first interviewee considers the change in channels an enhancement for most regions. The main 
driver for the change is referred to as organization learning in the latent organizational context and 
external environment. The second respondent sees the change as organizational learning based on the 
external environment and knowledge. The change is an enhancement, because it’s mentioned that it 
keeps the organization ahead of the game. The third respondent considers the change to be an 
enhancement based on organizational learning in the latent organization context and the external 
environment. 
4.2.2.4. Organizational learning enhances customer relationships in high tech company. 
The first respondent sees an enhancement in the customer relationships which is caused by 
organizational learning. A direct relationship with the customer segments is identified and the two 
components changed hand in hand. The customer relationships changed mainly due to the latent 
organizational context which is a key element in organizational learning. The second respondent sees 
that organizational learning occurs via knowledge and tools. The enhancement is present in the fact that 
the business becomes more predictable. Still this respondent wants that the organizational learning 
accelerates and speeds up. The third respondent has seen an enhancement caused by organizational 
learning and wants to continue in the chosen direction. Mainly the external members and the latent 
organizational context were the subject of organizational learning. 
4.2.2.5. Organizational learning enhances revenue streams in a high-tech company. 
The first respondent describes difficulties in some areas to keep making growth in the revenue streams. 
Still he sees that the revenue streams are safeguarded in other areas. Organizational learning aspects 
cannot be found back by the applied formula. This also applies to the second respondent.  The third 
respondent mainly focusses to the new value proposition and see s an added revenue stream, which is 
an enhancement caused by organizational learning. This is mainly caused by the external environment 
and the latent organizational context. When this respondent looks to the traditional value proposition, 
he sees a similar decline in the revenue streams, which is in line with the first two respondents. 
The results are supported by relevant quotations which are displayed in the only table of appendix 
6.2.2.5. The reason to embed the quotations in the appendix has mainly to do with the readability and 
limitation of pages in this thesis.  
4.2.2.6. Organizational learning enhances key resources in a high-tech company. 
The first respondent describes changes in the key resources caused by organizational learning. The 
changed key resources enhanced the business model by bringing in new knowledge. Other changes in 
key resources were described as tough management decisions on a personal level, but crucial to take. It 
can be stated that the latent organizational context and the external environment were subject of 
organizational learning in the key resources domain as well. The enhancement factor is still missing in 
the respondents’ answer. The second respondent refers to the changes in key resources as an ongoing 
transformation. For this reason, he’s very hesitant to give a value statement to the changes already or to 
define it as organizational learning. The third respondent points to the investment of the changed key 
resources. Both the cost structure as the revenue streams are affected on the short term while the 
investment is made on a strategic level and to safeguard the future. The respondent is looking to the 
present and doesn’t seem to see an enhancement yet.  
4.2.2.7. Organizational learning enhances key activities in a high-tech company. 
The formula didn’t return any fragments that support the proposition for the first respondent.  The 
second respondent recently does see a change coming up in the key activities. He indicates that the 
organization requires to start learning and reacting on the changes in the key activities. In the future, it 
will be very interesting to see how organizational learning will develop in this area.  The third respondent 
sees a change in key activities based on organizational learning in the external environment. He 
indicates that the competition is coming closer, which cannot be an enhancement. Investments in R&D 
and innovation are the organizational learning response.  
4.2.2.8. Organizational learning enhances key partnerships in a high-tech company. 
The first respondent indicates that the organization should already have been more active in enhancing 
the key partnerships. Still this is currently not the scenario. The second respondent describes the status 
quo situation of the key partners, but doesn’t mention any enhancement. He indicates the knowledge, 
experience and latent organizational context as a continuous organizational learning process to keep the 
benefits and avoid the risks of working with key (external) partners. This part is not seen as an 
enhancement, because it was already embedded in the business model before. The third respondent 
looks at the key partnerships via a specific case. He does see a change caused by organizational learning 
in the tools and members area. The key partners help in opening the systems of the business unit for 
customers and so add value. This respondent considers this as a minor enhancement, but certainly not 
as a major one. This is probably also the reason why the other two respondents didn’t mention thi s case. 
4.2.2.9. Organizational learning enhances the cost structure in a high-tech company. 
The first two respondents don’t see an enhancement in the cost structure via organizational learning.  
The third respondent mentions a change in the mix of the cost structure, but also this isn’t considered to 
be a fundamental change of the cost structure component. 
4.2.3. Business unit BAC 
The name of business unit BAC is anonymized, so are the names of the interviewees. The business unit is 
focusing on a high-tech professional market and represents the entire ‘business-to-business’ area of the 
North-American market. The business unit is also containing a relatively new systems and service model, 
but the main part of the business is driven on the traditional product offering. The business unit is 
investing in the ‘systems and services’ model, which offers entire solutions instead of products. This 
business unit operates in the North-American market. 
The roles of the participants who are interviewed from this business unit are:  
 Sales manager of business unit BAC 
 Process owner pricing of business unit BAC 
 MT member of business unit BAC 
The participants share different angles because of their role, and so represent a good overall view on 
the business model and organizational learning. Within this case, organizational learning enhances the 
value propositions of the business model. The analyzed coded fragments of the interviews, from which 
below results are derived, can be found in appendix 6.2.  
4.2.3.1. Organizational learning enhances customer segments in a high-tech company. 
The first respondent describes an enhancement in the customer segments based on organizational 
learning. Mainly the external environment and starting new learning cycles, but also the latent 
organizational context and members are the key elements of this organizational learning. The two other 
respondents, do not describe this change as an enhancement in the customer segments. The reasoning 
is that structurally the segments didn’t change for the two latest respondents, while the first respondent 
sees the many incremental adjustment as a change, which enhanced the customer segments over time. 
4.2.3.2. Organizational learning enhances value propositions in a high-tech company. 
The first respondent describes organizational learning of the value propositions caused by the external 
environment, members and latent organizational context. This is an enhancement. The second 
respondent also sees an enhancement caused by organizational learning. This person points to the 
latent organizational context and the external environment as enablers for organizational learning. The 
third respondent also recognized the enhancement in the value proposition being caused by 
organizational learning. The external environment and latent organizational context are the key drivers 
of this organizational learning. 
4.2.3.3. Organizational learning enhances channels in a high-tech company. 
All respondent see an enhancement in the channels based on organizational learning. The external 
environment is the key reason that triggered organizational learning and the channels  per the first 
respondent. The second respondent also adds that multiple organizational learning cycles exists to 
mitigate when negative impact occurs. 
The results are supported by relevant quotations which are displayed in the only table of appendix 
6.2.3.3. The reason to embed the quotations in the appendix has mainly to do with the readability and 
limitation of pages in this thesis.  
4.2.3.4. Organizational learning enhances customer relationships in high tech company. 
The first respondent indicates an enhancement in customer relationships caused by organizational 
learning. The organizational learning is mainly situated in the organizational members, external 
environment, tools, restarting organizational learning cycles, knowledge, experience and the latent 
organizational context. The second respondent supports the first respondent. The third respondent also 
identifies an enhancement in the customer relationships, which is caused by organizational learning. The 
organizational learning mainly exists in the areas of the latent organizational context, members, tools 
and experience. 
4.2.3.5. Organizational learning enhances revenue streams in a high-tech company. 
The first respondent sees an enhancement in the revenue streams which is caused by organizational 
learning. This learning is mainly situated in the latent organizational context. Also, the respondent 
explicitly refers to the relation with the changes made to the channel. The second respondent also sees 
an enhancement in the revenue streams which is caused by organizational learning. The tools, external 
environment and knowledge are the key areas that stimulated organizational learning.  The third 
respondent indicates a change caused by organizational learning based on the external environment. 
Also, this is an enhancement by the respondent. 
4.2.3.6. Organizational learning enhances key resources in a high-tech company. 
The first respondent mentions organizational learning of the key resources coming from experience. The 
enhancement aspect is not present. The second respondent speaks about a change in the key resources 
area which goes hand in hand with a changed cost structure. The organizational learning of this change 
mainly comes from the latent organizational context. The confidence is there that the positive results 
become visible, but the enhancement is not there yet. The third respondent points to the fact that the 
value proposition changed and that the organizational learning was that the key resources had to follow. 
It is an enhancement because the previous value propositions were under pressure. Adjusting the key 
resources is the right response to remain in business. 
4.2.3.7. Organizational learning enhances key activities in a high-tech company. 
The first respondent talks about an enhancement in the key activities which is based on organizational 
learning. This organizational learning is enabled by the external environment, the latent organizational 
context and by experience. The second respondent sees the changes in key activities as an enhancement 
which is mainly driven by the latent organizational context. The third respondent indicates an 
enhancement in the key activities. Still this person points to the fact that there is still a learning process 
to go. 
4.2.3.8. Organizational learning enhances key partnerships in a high-tech company. 
All respondents consider the changes in the key partnerships an enhancement based on organizational 
learning. The organization learning is situated in the tools, external environment, members, experience 
and knowledge.  
4.2.3.9. Organizational learning enhances the cost structure in a high-tech company. 
All respondents consider the cost structure an enhancement. The first and the third respondent relate 
the change to organizational learning via the latent organizational context. The second respondent also 
sees the change as a cause of organizational learning, but on top of the latent organizational context, he 
sees also organizational learning occurring via the members and tools of the organization. 
4.3. Cross-case analysis 
This paragraph has the goal to compare the results of the three cases with each other. Also, it is one of 
the key targets of this chapter to analyze both the commonalities and the differences between the 
results of the cases and so to validate if it’s possible to come to conclusions.  
4.3.1. Proposition 1: Organizational learning enhances customer segments in a high-tech 
company. 
Although the results for this proposition are mixed, the data shows that 56% of the respondents 
consider that organizational learning enhances the customer segments via the latent organizational 
context. This statement is supported by one or more quotes in this paragraph. Also, the external 
environment (33%), new learning cycles (22%), knowledge (11%) and members (11%) are identified as 
mechanisms of how organization learning enhances the customer segments. 
In case 1 the results indicate that the proposition gives mixed results, the proposition in this case cannot 
be true or false. 
Respondent 
ABC-01  
“The customer segments didn’t change.” 
Respondent 
ABC-02 
“The segments remained the same.” 
Respondent 
ABC-03 
“We defined the new segments. The segments we’re focusing on are also based on our 
knowledge of the industry. The financial result of the third quarter indicated that we’re 
finding the right result.” 
Table 9 – Cross-case analysis: guiding quotes for proposition 1, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
CBA-01 
“The relationships are directly coupled to the changed customer segments. Each 
segment is analyzed and a strategy is created based on the segments where we want 
to be active. It’s an improvement.” 
Respondent 
CBA-02 
“The strategy moved more towards systems and services. For this reason, the 
customer segments related to solutions were added on top of the existing customer 
segments. It’s a positive change because customer segments are looking more for 
solutions and we’re optimizing our segments to our solutions.” 
Respondent 
CBA-03 
“Yes, we have successes. The change in the new value proposition and the same 
reasons for changing the value proposition are the key reason for changing this 
component as well.” 
Table 10 - Cross-case analysis: guiding quotes for proposition 1, business unit CBA. 
In case 3 the results indicate that the proposition gives mixed results, the proposition in this case cannot 
be true or false. 
Respondent 
BAC-01 
“It has to do with the market insights we gather. We want to onboard bigger agents 
with a higher footprint. We organize ourselves around the sweet spots which are 
identified in the market. Yes, it’s an enhancement.” 
Respondent 
BAC-02 
“The customer segments didn’t change.” 
Respondent 
BAC-03 
“The customer segments didn’t change.” 
Table 11 - Cross-case analysis: guiding quotes for proposition 1, business unit BAC. 
4.3.2. Proposition 2: Organizational learning enhances value propositions in a high-tech 
company. 
The data shows that 67% of the respondents considers that organizational learning enhances the value 
proposition via the external environment. This statement is supported by one or more quotes in this 
paragraph. Also, the latent organizational context (44%), experience (33%), knowledge (22%), tools 
(22%), new learning cycle (11%) and members (11%) are identified as mechanisms of how organization 
learning enhances the value propositions. 
In case 1 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
ABC-01 
“We work closer with our partners. It all became more open. Collaboration is key and 
we put value propositions together on the market. It’s a network model. The main 
reason is because we’re stronger together. Our value proposition improves if we work 
together.” 
Respondent 
ABC-02 
“The R&D investments created a good base and a new business. It’s a change we have 
to see as positive at this point in time.” 
Respondent 
ABC-03 
“Based on our experience and knowledge, we do get insights in markets. We also made 
changes in the value proposition by bringing more focus. The business is really 
booming, I don’t see negative impact.” 
Table 12 - Cross-case analysis: guiding quotes for proposition 2, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
CBA-01 
“Also, the experience we built up through the years, together with reliability tests 
increased the detailed technical and functional knowledge about the product and its 
lifecycle. This enables our company to deliver a new value proposition: systems and 
services. This resulted into an additional profit pool inside the business unit.” 
Respondent 
CBA-02 
“Internal knowledge requires to grow towards the new model. We work hard on this 
by making our people conscious, and sharing knowledge. The company university is an 
example of an educator for our people and our market.” 
Respondent 
CBA-03 
“Due to the technical possibilities, we can serve existing needs in the market. This 
enables us to build services in our business model. Yes, it’s an enhancement because 
we can sell systems, we are able to add additional value which causes additional 
revenue streams.” 
Table 13 - Cross-case analysis: guiding quotes for proposition 2, business unit CBA. 
In case 3 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
BAC-01 
“We are reacting to what the market needs and we made a strategical shift to systems 
and services.” 
Respondent 
BAC-02 
“It’s a company strategy to generate the new value propositions and to come up with 
the systems and services investments. The sales numbers are increasing. We have very 
good references. The exposure and new opportunities we get in systems and services 
makes it absolutely an enhancement.” 
Respondent 
BAC-03 
“Yes, the value proposition changed. Technical evolution in our industry opens new 
capabilities which add value to our customers. I see this as an enhancement.” 
Table 14 - Cross-case analysis: guiding quotes for proposition 2, business unit BAC. 
4.3.3. Proposition 3: Organizational learning enhances channels in a high-tech company.  
The data shows that 78% of the respondents considers that organizational learning enhances the 
channels via the external environment and 56% via the latent organizational context. Those statements 
are supported by one or more quotes in this paragraph. Also, experience (22%), knowledge (22%) and 
starting a new learning cycle (11%) are identified as mechanisms of how organization learning enhances 
the channels. 
In case 1 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
ABC-01 
“The type of customers is shopping in a different way. It is a strategical choice as well 
to change the channels this way. We have a direct route to the customer and it gives 
higher margins. We can also deliver more information and it is more educational." 
Respondent 
ABC-02 
“We notice that the digitalization of our channels give customers the chance to react if 
they are happy or not happy. This can have impact on our brand image. We do 
anticipate on feedback from digital channels. It’s a change we have to see as positive at 
this point in time.” 
Respondent 
ABC-03 
“The new value proposition made us add the new channels. This is also a new business 
opportunity for the electronic channels, who are requesting our products. We are 
happy to step in to fill this gap. It makes us deliver our products to the customers at 
the right place. It makes our positioning better.”” 
Table 15 - Cross-case analysis: guiding quotes for proposition 3, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
CBA-01 
“Yes, it’s an improvement. There are more entries towards the market. Profitability is 
safeguarded, but growth is still the challenge for this new model. In some Southern-
European regions the adoption of the new model is lower due to a more traditional 
way of thinking. The growth in those areas is lower, which results in tensions with 
existing parties.” 
Respondent 
CBA-02 
“The global trend is digitalization and ‘connected’. We are following the global trend to 
stay ahead of the game. We’re building up knowledge based on data which we gather 
from our digital channels.” 
Respondent 
CBA-03 
“The market is making a digital transformation. We are looking for this change, it’s a 
purely strategical decision. It goes hand in hand with the entire transformation we’re 
having an integrated approach. The end-result is going upwards.” 
Table 16 - Cross-case analysis: guiding quotes for proposition 3, business unit CBA. 
In case 3 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
BAC-01 
“We changed our go-to market based on what the market demands. Mainly, we do see 
enhancement on the sales based on the changes in the channel.” 
Respondent 
BAC-02 
“The way we go to market changed a lot because our agents can bring a lot of people 
to market with at a lower cost than we would go with our internal people. The agents 
have alternatives if our service goes down. We are improving our ease of doing 
business” 
Respondent 
BAC-03 
“We followed the market trend on digitalization to reach our customers. We are 
providing better communication and information to everyone.” 
Table 17 - Cross-case analysis: guiding quotes for proposition 3, business unit BAC. 
4.3.4. Proposition 4: Organizational learning enhances customer relationships in high tech 
company. 
The data shows that 67% of the respondents considers that organizational learning enhances the 
customer relationships via the latent organizational context and experience. Those statements are 
supported by one or more quotes in this paragraph. Also, tools & members (44%), knowledge & external 
environment (33%) and starting a new learning cycle (22%) are identified as mechanisms of how 
organization learning enhances the customer relationships. 
In case 1 the results indicate that the proposition gives mixed results, the proposition in this case cannot 
be true or false. 
Respondent 
ABC-01 
“The customers are buying in a system and they can extend the system. It’s a lock -in 
for customers. We are using this model using our customer relationships. This is both a 
strategical decision as our environment is asking for these kinds of relations. Yes (it’s 
an enhancement). We use it (customer relationships/social media) as a benefit because 
it’s free publicity.” 
Respondent 
ABC-02 
“It’s a change within marketing, we worked hard to bring the story to the customer. 
Marketing succeeded in this story. The business starts doing better and it looks like the 
strategy is bringing the business to an increase again.” 
Respondent 
ABC-03 
“An open standard causes that competitors can lift on our success. We decided at 
some point in time to close the standard so that competitor products don’t work 
anymore. The influence of social media and online ratings and reviews made us to 
open the standard again because our sales declined. We learned to act more careful in 
relation with social media.” 
Table 18 - Cross-case analysis: guiding quotes for proposition 4, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
CBA-01 
“The relationships are directly coupled to the changed customer segments. Each 
segment is analyzed and a strategy is created based on the segments where we want 
to be active. We receive better input from the end-customer, which has a positive 
effect on our innovations” 
Respondent 
CBA-02 
“Account management and sales requires a total different approach to build up 
relations. We are building tools to increase knowledge and to enable our people. 
Getting an understanding of what the customer wants, makes the supply chain more 
predictable and stable which is beneficial.” 
Respondent 
CBA-03 
“The change in the new value proposition and the same reasons for changing the  value 
proposition are the key reason for changing this component as well. Yes, we have 
successes.” 
Table 19 - Cross-case analysis: guiding quotes for proposition 4, business unit CBA. 
In case 3 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
BAC-01 
“Yes, the continuous improvement mindset raises the bar. We are growing together. 
There is a training program ongoing. The scores of our agent feedback improved a lot. 
Respondent 
BAC-02 
“We used the survey to understand the customer complaints better. It gave us a tool 
to listen to the customer and to get an understanding of what the market needs. We 
are successful in this, and that’s what we see in our survey scores. Our customers gave 
us the right direction. We started thinking on how to anticipate on this feedback.”  
Respondent 
BAC-03 
“You can only target these individuals if you have something for them which adds 
value. Our story and value proposition improved and now we are capable to advise 
them and inform them better. We became a trusted advisor on a broader scope than 
initially. We are engaging with the customers on a different level, more strategically.”  
Table 20 - Cross-case analysis: guiding quotes for proposition 4, business unit BAC. 
4.3.5. Proposition 5: Organizational learning enhances revenue streams in a high-tech 
company. 
Although the results are mixed, the data shows that 44% of the respondents considers that 
organizational learning enhances the revenue streams via the latent organizational context. This 
statement is supported by one or more quotes in this paragraph. Also, knowledge (33%), external 
environment (22%) and tools (11%) are identified as mechanisms of how organization learning enhances 
the revenue streams. 
In case 1 the results indicate that the proposition gives mixed results, the proposition in this case cannot 
be true or false. 
Respondent 
ABC-01 
“The revenue streams didn’t change.” 
Respondent 
ABC-02 
“The revenue streams mainly changed due to the adoption of the new value 
proposition and a change in key partnerships. This change was made based on our 
strategy and based on the licenses and cost structure of those partnerships. It must be 
positive if we see the topline and bottom-line going up.” 
Respondent 
ABC-03 
“Giving less weight to our existing key partner had the consequence that it impacts the 
revenue streams. We mitigated this change by doing it slowly. We don’t lose all our 
revenue at once which gives us the opportunity to fill this gap by other business. ” 
Table 21 - Cross-case analysis: guiding quotes for proposition 5, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent negative results. The proposition in 
this case is false. 
Respondent 
CBA-01 
“There are more entries towards the market. Profitability is safeguarded, but growth is 
still the challenge for this new model. In some Southern-European regions the 
adoption of the new model is lower due to a more traditional way of thinking. The 
growth in those areas is lower, which results in tensions with existing parties.” 
Respondent 
CBA-02 
“There is a higher risk in terms of revenue streams. The payment term should be 
optimized on the investments and the internal cost structure. To find a balance in 
payment terms is something we as an organization should learn.” 
Respondent 
CBA-03 
“The customer gets more value for less money. We faced the same trend i n our 
industry.” 
Table 22 - Cross-case analysis: guiding quotes for proposition 5, business unit CBA. 
In case 3 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
BAC-01 
“The revenue stream itself enhanced. We do see enhancement on the sales based on 
the changes in the channel.” 
Respondent 
BAC-02 
“Without a doubt. The sales numbers are increasing. We have very good references. 
The exposure and new opportunities we get in systems and services makes it 
absolutely an enhancement.” 
Respondent 
BAC-03 
“There are new fiscal laws on how to define revenue. The revenue recognition of 
systems and services is also a change. This new value proposition changed the revenue 
stream. We still have products, but additionally we have the new value propositions.”  
Table 23 - Cross-case analysis: guiding quotes for proposition 5, business unit BAC. 
4.3.6. Proposition 6: Organizational learning enhances key resources in a high-tech company. 
Although the results are mixed, the data shows that 44% of the respondents considers that 
organizational learning enhances the key resources via the latent organizational context. This statement 
is supported by one or more quotes in this paragraph. Also, the external environment (22%) is identified 
as a mechanism of how organization learning enhances the key resources. 
In case 1 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
ABC-01 
“We started doing more in innovation, less in production, more in activation, more in 
customer service. At the end, a lot of changes occurred. The changing value 
proposition is the key driver. There was an opportunity in the market. It enables us to 
take other market opportunities” 
Respondent 
ABC-02 
“The digital evolution requires a new type of resources and knowledge. The change is 
mainly driven by the added proposition. Also, the fact that the demand in the 
traditional products declined made us make this change. We need them to support the 
value proposition.” 
Respondent 
ABC-03 
“We also see a shift in people and team composition. This has to do with the new 
business we’re in. We also moved an important office and their people centrally to 
make sure that the integration between people and units becomes better. The idea is 
that the value propositions integrate better as well. The collaboration between key 
resources is much better now. The change in key resources saved us money.” 
Table 24 - Cross-case analysis: guiding quotes for proposition 6, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent negative results. The proposition in 
this case is false. 
Respondent 
CBA-01 
“This is a massive change. The type of sales persons changed due to the systems and 
services approach. Closing and optimizing factories is required due to the new model. 
There is also a transformation in reuse, closing and starting new key resources.” 
Respondent 
CBA-02 
“The transformation remains a challenge. The way of thinking is different and this 
requires a different mindset which takes time.” 
Respondent 
CBA-03 
“It means a change in the capabilities of sales people. We need to invest in skills of 
people. We also need to attract people from outside to make sure we have the right 
knowledge in-house.” 
Table 25 - Cross-case analysis: guiding quotes for proposition 6, business unit CBA. 
In case 3 the results indicate that the proposition gives mixed results, the proposition in this case cannot 
be true or false. 
Respondent 
BAC-01 
“We mitigated negative impact by supporting internal and external sales partners and 
guiding them through the change.” 
Respondent 
BAC-02 
“We reduced overhead in key resources in many areas and used the money to invest in 
our strategic direction of systems and services. I expect the results that we wanted to 
become visible.” 
Respondent 
BAC-03 
“Changes had impact on human resources, we had to find people with different 
capabilities. Yes, it’s an enhancement. If we wouldn’t change, we would be out of 
business right now.” 
Table 26 - Cross-case analysis: guiding quotes for proposition 6, business unit BAC. 
4.3.7. Proposition 7: Organizational learning enhances key activities in a high-tech company. 
Although the results are mixed, the data shows that 56% of the respondents considers that 
organizational learning enhances the key activities via the latent organizational context. This statement 
is supported by one or more quotes in this paragraph. Also, experience (33%), the external environment 
(33%) and knowledge (11%) are identified as mechanisms of how organization learning enhances the 
key activities. 
In case 1 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
ABC-01 
“We are focusing more on software and less on mechanics. There is more marketing. 
We need to have a different story because we’re adding value to a latent need of the 
customer instead of a primary need. The changed value proposition, which is caused 
due to a conscious decision and due to a market need, is another reason for this 
change. It’s an enhancement, because I believe it’s the future.” 
Respondent 
ABC-02 
“We had to make a change because our business was under pressure. I think we had a 
good response and I think we’re saving our business.” 
Respondent 
ABC-03 
“The key activities changed based on our experience and knowledge we build up from 
the past. Overall we reach the desired effect.” 
Table 27 - Cross-case analysis: guiding quotes for proposition 7, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent negative results. The proposition in 
this case is false. 
Respondent 
CBA-01 
“The changes in the key activities are small and limited.” 
Respondent 
CBA-02 
“Our company is traditionally working with installers to execute entire project. More 
and more our company is now involved in doing the analysis directly with the 
customer. Predictability is a learning process because we deliver based on customer 
specific orders. The planning process is coming more and more from the sales 
organization. We are learning how to align planning based on sales. The flexibility 
factor is crucial.” 
Respondent 
CBA-03 
“We see that competitors are currently coming closer. We need to speed up and be 
faster than the competition.” 
Table 28 - Cross-case analysis: guiding quotes for proposition 7, business unit CBA. 
In case 3 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
BAC-01 
“We organize ourselves for success. We look to the market and to our own strategy to 
organize our key activities. There is a continuous improvement mindset. We learn from 
our mistakes. We know where the pitfalls are. We solve problems as they come. We 
start small and we scale up on success. We make changes slowly so that we don’t 
brake anyone’s business.” 
Respondent 
BAC-02 
“We reduced overhead in key activities and built up new competencies in many areas 
and used the money to invest in our strategic direction of systems and services.” 
Respondent 
BAC-03 
“The lifecycle needs to improve based on the new value proposition. The company 
needs to be more responsive to the market. We are becoming faster, it’s an evolution.” 
Table 29 - Cross-case analysis: guiding quotes for proposition 7, business unit BAC. 
4.3.8. Proposition 8: Organizational learning enhances key partnerships in a high-tech company. 
Although the results are mixed, the data shows that 56% of the respondents considers that 
organizational learning enhances the key partnerships via the external environment. This statement is 
supported by one or more quotes in this paragraph. Also, tools (44%), members, experience & 
knowledge environment (33%) and the latent organizational context (11%) are identified as mechanisms 
of how organization learning enhances the key partnerships. 
In case 1 the results indicate that the proposition gives mixed results, the proposition in this case cannot 
be true or false. 
Respondent 
ABC-01 
“We work closer with our partners. It all became more open. Collaboration is key and 
we put value propositions together on the market. It’s a network model. The main 
reason is because we’re stronger together. Our value proposition i mproves if we work 
together.” 
Respondent 
ABC-02 
“It’s very expensive. In my opinion, I am afraid that in the future the possibility exists 
that partners might decide to take over our proposition and close the partnership. Our 
current mitigation action is to invest to become the market standard before the 
partners do so. The future will tell how the evolution will go.” 
Respondent 
ABC-03 
“We started to think differently about open innovation, we are getting partnerships 
with external companies to define new value propositions based on our open 
standard. This was a key learning.” 
Table 30 - Cross-case analysis: guiding quotes for proposition 8, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent negative results. The proposition in 
this case is false. 
Respondent 
CBA-01 
“The changes are very limited and local. In the future, we will change more and this will 
get more attention. Perhaps we should have already changed this component more at 
this point in time.” 
Respondent 
CBA-02 
“We don’t always have all components, that’s why we use more partners than we used 
to in the past. We want to keep the dependencies of key partners as low as possible to 
keep the margins high.” 
Respondent 
CBA-03 
“We have several partnerships, some are more successful than others. We don’t have 
the ‘slam dunk’ yet.” 
Table 31 - Cross-case analysis: guiding quotes for proposition 8, business unit CBA. 
In case 3 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
BAC-01 
“We want strong agents with high loyalty. We have a matrix we analyze to make sure 
we have the right partners in the market. We want to onboard bigger agents with a 
higher footprint. We’re giving up a little bit of our control. We mitigate this by making 
a very solid agreement with agents. The agreements are mutually beneficial.” 
Respondent 
BAC-02 
“We are considering using relationships of our partners instead of competing with 
them. We are balancing and trying to find the balance of the ownership of the 
relationship with the customer. This is sensitive in a cooperation with a partner, 
especially if we lever their network. There is learning on the go, and the answer is in 
the partnership instead of seeing them as an alternative. It’s an enhancement, we 
found a new way of going to the market together with the agents” 
Respondent 
BAC-03 
“The line between what the partners are doing and what we are doing becomes thin. 
We need to make sure we don’t lose the business to the partner. We mitigate this by 
closing our systems for our company only. It’s an enhancement, we added new 
partners.” 
Table 32 - Cross-case analysis: guiding quotes for proposition 8, business unit BAC. 
4.3.9. Proposition 9: Organizational learning enhances the cost structure in a high-tech 
company. 
Although the results are mixed, the data shows that 67% of the respondents considers that 
organizational learning enhances the cost structure via the latent organizational context. This statement 
is supported by one or more quotes in this paragraph. Also, the external environment, experience, 
members & tools (11%) are identified as mechanisms of how organization learning enhances the cost 
structure. 
In case 1 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
ABC-01 
“We shift money from places where was less revenue and moved it to place were 
revenue is higher. We strategically support our value proposition this way and so 
support market demand. On short term, we must invest to make sure that we win on 
the long term. We remove costs somewhere else to make sure the short-term costs 
remain stable.” 
Respondent 
ABC-02 
“We started with outsourcing of production. Direct sales in a digital world is another 
change in the key activities. We do this to reduce costs and to support the value 
proposition.” 
Respondent 
ABC-03 
“The factory we closed focused on products for segments which we decided to phase 
out. The factory also didn’t perform well on a financial way. It took several CEO’s in the 
BG before we took this decision. The current CEO took the decision to take this 
direction. Our financial numbers are increasing.”” 
Table 33 - Cross-case analysis: guiding quotes for proposition 9, business unit ABC. 
In case 2 the results indicate that the proposition gives consistent negative results. The proposition in 
this case is false. 
Respondent “The way how the cost structure is setup is not significantly changed.” 
CBA-01 
Respondent 
CBA-02 
“I think we still have too much costs. Our cost structure is too high. The non -
manufacturing costs are too high.” 
  
Respondent 
CBA-03 
“The competition comes closer, we mitigate this by investing in R&D and doing more 
innovation.” 
Table 34 - Cross-case analysis: guiding quotes for proposition 9, business unit CBA. 
In case 3 the results indicate that the proposition gives consistent positive results. The proposition in 
this case is true. 
Respondent 
BAC-01 
“It has to do with a cost reduction. This is required to make more profit. It was an 
improvement and the signs are positive at the bottom line.” 
Respondent 
BAC-02 
“The way we go to market changed a lot because our agents can bring a lot of people 
to market with at a lower cost than we would go with our internal people.  We start to 
notice that we have a commercially stronger and a more cost efficient organization” 
Respondent 
BAC-03 
“The costs structure is shifting and it has to do with the strategy of the company. If we 
want to grow and invest in new value propositions, then you need to adjust your cost 
structure to that.” 
Table 35 - Cross-case analysis: guiding quotes for proposition 9, business unit BAC. 
4.4. Overview of results 
Table 36 displays the three investigated cases which were scoped during this research. The rows of the 
table contain the nine components of the business model canvas (Osterwalder & Pigneur, 2010). The 
first column title indicates the enhancement based on organizational learning (Argote & Miron-Spektor, 
2011). Based on this, the nine propositions which are researched in this thesis, are being displayed and 
the results are displayed per case.  
Components enhanced by 
organizational learning 
Business unit 
ABC 
Business unit 
CBA 
Business unit 
BAC 
Customer segments +/- + +/- 
Value propositions + + + 
Channels + + + 
Customer relationships + + + 
Revenue streams +/- - + 
Key resources + - +/- 
Key activities + - + 
Key partnerships +/- - + 
Cost structure + - + 
Table 36 – Results based on within-case analysis. 
The legend below the table displays the meaning of the results and gives an understanding on how to 
read Table 36. 
+ The results indicate that the proposition is 
true for this business unit. 
+/- The results indicate that the proposition 
gives mixed results, the proposition in this 
case cannot be true or false. 
- The results indicate that the proposition is 
false for this business unit. 
Table 37 – Legend of Table 36. 
An overview of results on how organizational learning enhances the business model of a high -tech 
company is available in Table 38. The overview displays the organizational learning elements that cause 
the enhancement of each business model component. These organizational learning elements were 
identified during the execution of the grounded theory (Strauss & Corbin, 1998). The results of the 
interview respondents are displayed in absolute numbers, and in percentages. This is done to indicate 
the frequency that each enhancement is identified by the interview respondents. The data from this 
overview is used in the cross-case analysis of this chapter to give a more detailed insight in the how 
question of the propositions. 
Business 
Model 
Component 
Enhancement element Positively 
answered in 
% of 
respondents 
Exclude 
backend 
components 
(*) of BU CBA 
Business unit ABC Business unit CBA Business unit BAC 
R1 R2 R3 R1 R2 R3 R1 R2 R3 
Customer 
segments 
Latent organizational 
context 
56% 56% 1 0 0 1 1 1 1 0 0 
New learning cycle 22% 22% 0 0 0 1 0 0 1 0 0 
Knowledge 11% 11% 1 0 0 0 0 0 0 0 0 
Members 11% 11% 0 0 0 0 0 0 1 0 0 
External Environment 33% 33% 0 0 0 1 0 1 1 0 0 
Value 
propositions 
External environment 67% 67% 1 0 1 0 0 1 1 1 1 
Latent organizational 
context 
44% 44% 0 1 0 0 0 0 1 1 1 
Experience 33% 33% 0 0 1 1 1 0 0 0 0 
Knowledge 22% 22% 0 0 1 1 0 0 0 0 0 
Tools 22% 22% 0 0 0 1 0 1 0 0 0 
New learning cycle 11% 11% 0 0 0 1 0 0 0 0 0 
Members 11% 11% 0 0 0 0 0 0 1 0 0 
Channels Latent organizational 
context 
56% 56% 1 0 1 1 0 1 0 0 1 
Experience 22% 22% 0 1 1 0 0 0 0 0 0 
External environment 78% 78% 0 0 1 1 1 1 1 1 1 
Knowledge 22% 22% 0 0 1 0 1 0 0 0 0 
New learning cycle 11% 11% 0 0 0 0 0 0 0 1 0 
Customer 
relationships 
Latent organizational 
context 
67% 67% 1 0 0 1 0 1 1 1 1 
Experience 67% 67% 1 1 1 0 0 0 1 1 1 
External Environment 33% 33% 0 1 0 0 0 0 1 1 0 
Knowledge 33% 33% 0 0 0 0 1 0 1 1 0 
Tools 44% 44% 0 0 0 0 1 0 1 1 1 
Members 44% 44% 0 0 0 0 0 1 1 1 1 
New learning cycle 22% 22% 0 0 0 0 0 0 1 1 0 
Revenue 
streams 
Latent organizational 
context 
44% 67% 0 1 1 0 0 1 1 0 0 
Knowledge 33% 50% 0 0 1 0 0 0 0 1 1 
External environment 22% 33% 0 0 0 0 0 1 0 1 0 
Tools 11% 17% 0 0 0 0 0 0 0 1 0 
Key resources 
* 
Latent organizational 
context 
44% 67% 1 1 1 0 0 0 0 0 1 
External environment 22% 33% 1 1 0 0 0 0 0 0 0 
Key activities 
* 
External environment 33% 50% 1 0 1 0 0 0 1 0 0 
Experience 33% 50% 1 0 1 0 0 0 1 0 0 
Latent organizational 
context 
56% 83% 1 1 0 0 0 0 1 1 1 
Knowledge 11% 17% 0 0 1 0 0 0 0 0 0 
Key 
partnerships 
* 
External environment 56% 83% 1 0 1 0 0 0 1 1 1 
Tools 44% 67% 1 0 0 0 0 0 1 1 1 
Latent organizational 
context 
11% 17% 0 0 1 0 0 0 0 0 0 
Members 33% 50% 0 0 0 0 0 0 1 1 1 
Experience 33% 50% 0 0 0 0 0 0 1 1 1 
Knowledge 33% 50% 0 0 0 0 0 0 1 1 1 
Cost 
structure * 
Latent organizational 
context 
67% 100% 1 1 1 0 0 0 1 1 1 
External environment 11% 17% 0 1 0 0 0 0 0 0 0 
Experience 11% 17% 0 1 0 0 0 0 0 0 0 
Members 11% 17% 0 0 0 0 0 0 0 1 0 
Tools 11% 17% 0 0 0 0 0 0 0 1 0 
Table 38 – Overview of results  
5. Conclusions, discussion and recommendations 
5.1. Conclusions  
Scientific evidence exists that organizational learning enhances business models (Teece, 2010; Wu et al., 
2013). However, there is no detailed study which applies and proves this theory in a high-tech company 
or in its business units. This study derives its research question from this scientific gap:  
How does organizational learning influence the business model in the case of a high-tech company? 
 
The propositions of this research are derived from above research question. The influence of 
organizational learning (Argote & Miron-Spektor, 2011) on the business model canvas (Osterwalder et 
al., 2005) has been subject of the nine propositions: 
1. Organizational learning enhances customer segments in a high-tech company. 
2. Organizational learning enhances value propositions in a high-tech company. 
3. Organizational learning enhances channels in a high-tech company. 
4. Organizational learning enhances customer relationships in high-tech company. 
5. Organizational learning enhances revenue streams in a high-tech company. 
6. Organizational learning enhances key resources in a high-tech company. 
7. Organizational learning enhances key activities in a high-tech company. 
8. Organizational learning enhances key partnerships in a high-tech company. 
9. Organizational learning enhances the cost structure in a high-tech company. 
The results from the propositions give insight in how organizational learning enhances the business 
model of a high-tech company. During this research it became clear that the value propositions, 
channels and customer segments are the three components of the business model canvas (Osterwalder 
et al., 2005) that match the expectations. Those components are all part of the front-end components 
(GÜnzel & Holm, 2013) of the business model canvas (Osterwalder et al., 2005). A variety of elements, 
that explain how the business model is enhanced though organizational learning, were found. Those 
elements have a different weight on the enhancement and they differ per business model component. 
Below are the matching propositions with an explanation on how organizational learning works for that 
proposition: 
Proposition 2: 
Organizational learning 
enhances value 
propositions in a high-
tech company. 
Results show that the value propositions of a high-tech company are 
mainly enhanced by the external environment. This is supported by 67% of 
the interview respondents. Also, the latent organizational context (44%), 
experience (33%), knowledge (22%), tools (22%), starting a new learning 
cycle (11%) and members (11%) are identified as enhancement 
mechanisms. 
Proposition 3: 
Organizational learning 
enhances channels in a 
high-tech company. 
Results show that the channels of a high-tech company are enhanced by 
the external environment. This is supported by 78% of the interview 
respondents. Also, the latent organizational context, supported by 56% of 
the respondents, is another explanation of how this enhancement works. 
Additionally, experience (22%), knowledge (22%) and starting a new 
learning cycle (11%) are identified as enhancement mechanisms. 
Proposition 4: 
Organizational learning 
Results show that the customer relationships of a high-tech company are 
enhanced by the latent organizational context and experience. Both 
enhances customer 
relationships in a high-
tech company. 
statements are supported by 67% of the interview respondents. Also, tools 
& members (44%), knowledge & external environment (33%) and starting a 
new learning cycle (22%) are identified as enhancement mechanisms 
Table 39 – Explanation of matching propositions. 
The back-end components (GÜnzel & Holm, 2013) of business unit CBA show deviating results compared 
to the other business units. As outlined in paragraph 5.2.2, there are indicators that this is caused by the 
focus of this business unit. This focus is the shifted orientation from products to systems-and-services. 
Also, the younger age of the business unit might be a causal factor. If the back-end components (GÜnzel 
& Holm, 2013) from business unit CBA would not be taken into account, then also the key activities and 
the cost structure components of the business model canvas (Osterwalder et al., 2005) are matching the 
expected results. Below are the matching propositions with an explanation on how the enhancement 
works: 
Proposition 7: 
Organizational learning 
enhances key activities 
in a high-tech company. 
 
Results show that the key activities of a high-tech company are enhanced 
by the latent organizational context. This is supported by 83% of the 
interview respondents. The external environment and experience, both 
supported by 50% of the respondents, are other explanations of how the 
enhancement works. Also, knowledge (17%) is identified as an 
enhancement mechanism. 
Proposition 9: 
Organizational learning 
enhances the cost 
structure in a high-tech 
company. 
Results show that the cost structure of a high-tech company is enhanced 
by the latent organizational context. This is supported by 100% of the 
interview respondents. Also, the external environment, experience, 
members & tools (all 17%) are identified as an enhancement mechanisms. 
Table 40 – Explanation of matching propositions excluding back-end components of BU CBA (GÜnzel & Holm, 2013) 
Other results indicate that some propositions give mixed results. This means that the proposition in 
those cases cannot be true or false. This is further outlined in paragraph 5.2.3. 
5.2. Discussion 
Some, but not all propositions are matching the expectations. Based on the results of Table 36 and Table 
38, the main questions that remains is how to explain the results and how they contribute to the 
scientific body of knowledge. The results are analyzed on three levels: 
 The value propositions, channels and customer relationships components (Osterwalder et al., 
2005) are the elements of the propositions that match the expectations. This occurrence 
happens via various elements. How does this contribute to the scientific body of knowledge? 
 Business unit CBA shows deviating results with the two other business units. Can this be 
explained? 
 Some propositions in business unit ABC and business unit BAC give mixed results, which are 
inconsistent with the same propositions in other business units. Can it be explained why?  
5.2.1. Components matching the propositions 
Scientific evidence exists that organizational learning enhances business models (Teece, 2010; Wu et al., 
2013). However, there is no detailed study which applies and proves this theory in a high-tech company 
or in its business units. The three matching propositions give a very specific indication in which 
components of the business model canvas (Osterwalder et al., 2005), organizational learning occurs: 
 Organizational learning enhances value propositions in a high-tech company. 
 Organizational learning enhances channels in a high-tech company. 
 Organizational learning enhances customer relationships in a high-tech company. 
The positive results, as outlined in Table 36, together with the explanation on how the propositions 
occur, displayed in Table 38, give more insight and further explore the existing theory  (Teece, 2010; Wu 
et al., 2013) in this type of organization. 
5.2.2. Deviating results in business unit CBA 
The propositions which are part of the front-end (value proposition, channel and customer 
relationships) of the business model canvas (Günzel & Holm, 2013; Osterwalder et al., 2005) are 
matching the expectations as defined by the propositions of this research. The ‘revenue streams’ and 
the ‘customer segments’ components, which are part of the front-end of the business model canvas 
(GÜnzel & Holm, 2013) are the exception on this. The back-end of the business model canvas (GÜnzel & 
Holm, 2013) is not matching the expectations as defined in the propositions. Compared to the other 
cases, it became clear during the interviews that there are certain aspects different to this business unit 
that could explain the deviations: 
 The business unit puts the focus solely on the new company model of systems and services. This 
is different compared to the traditional product model of the other business units. It became 
clear that this business unit is setup to drive the transformation from products to services.  
 The business unit is much younger in age than the other business units. The limited operational 
time of the business unit could be an explanation to give focus areas in the business 
development process. It was indicated by one of the leaders that the focus was put on the front-
end of the business model canvas (GÜnzel & Holm, 2013), while the attention will shift to the 
backend in the future. This could explain why no enhancements based on organizational 
learning were identified in the back-end and revenue streams of the business model. 
Although scientific evidence exists that organizational learning enhances business models (Teece, 2010; 
Wu et al., 2013), the findings of this research show that this is not be the case for all components and 
for any type of organization. In this business unit, mainly the back-end components (Günzel & Holm, 
2013) and the revenue streams component (Osterwalder et al., 2005) cannot be linked to the relation 
between organizational learning and business models (Teece, 2010; Wu et al., 2013). 
5.2.3. Mixed results in business unit ABC and BAC 
Four out of nine propositions show mixed results in one of the three cases, while the other five 
propositions give results in accordance with the expectations. The following results give mixed results 
for business unit ABC: 
 Customer segments 
 Revenue streams 
 Key partnerships 
The following results are giving mixed results for business unit BAC: 
 Customer segments 
 Key resources 
With the available information, it is difficult to explain why one or more respondents give different 
insights in certain propositions. A possible explanation is that the different organizational roles of the 
respondents, and the different perspectives they shared, are causing the inconsistencies between the 
respondents. Based on logic, the researcher of this thesis checked if one of the specific respondents was 
giving inconsistent answers compared to the other respondents. This could indicate that the respondent 
was not the right candidate to interview in relation to this topic. Because of that, it became visible that 
there is no specific person giving inconsistent answers. The inconsistency was spread across the 
population on the propositions that didn’t met the expectations. The findings from the mixed results 
indicate that the correlation between organizational learning and business models (Teece, 2010; Wu et 
al., 2013) is not equally present or absent in all types of organizations for the components listed in this 
paragraph. 
5.3. Recommendations  
5.3.1. Recommendations for practitioners 
This research indicates that organizational learning is strongest in the front-end components (Günzel & 
Holm, 2013) of the business model canvas (Osterwalder et al., 2005) of a high-tech organization. This 
excludes the revenue streams and the customer segments components (Osterwalder et al., 2005). Based 
on these findings it can be recommended to the organization to create awareness that organizational 
learning is less present for the back-end components (Günzel & Holm, 2013) and the revenue streams 
(Osterwalder et al., 2005). Also, it is recommended to the organization and to its business units to spent 
attention to the components were organizational learning is less present. This is only wishful if the 
company strategically aims for an equal balance between organizational learning (Argote & Miron-
Spektor, 2011) and all individual business model components (Osterwalder et al., 2005). 
5.3.2. Recommendations for further research 
5.3.2.1. Based on limitations of this research 
The investigated high-tech company was hesitant to share documents that could validate the quotations 
from the interviews. This mainly had to do with the confidential character of these documents. For this 
reason, the research validated the results by comparing data from three interviewees per business unit 
with each other. It would be recommended in further research to validate results by using both 
interviews as documents.  
5.3.2.2. Based on results of this research 
Further research could investigate other high-tech companies to verify if the (positive) results can be 
replicated. Further research could also focus on the negative propositions of business unit CBA and 
explore why the results in the back-end components (Günzel & Holm, 2013) of the business model 
canvas (Osterwalder et al., 2005) deviate from the other results. It would be interesting to understand if 
the age of the business unit, or the shift from a product model to a service model has a negative 
influence on the propositions as this was suggested by this research. It could also be investigated if the 
deviating results can be replicated to other high-tech or other types of companies or business units.  
  
6. Appendices 
6.1. Appendix 1: Interview protocol 
6.1.1. Interview scheme 
Name of the interviewer: Bob Avonds  
Number respondent:  
Interview date:  
Place: 
6.1.2. Research question (only for the interviewer) 
6.1.2.1. Central question 
What is the influence of organizational learning on the business model canvas of Osterwalder and 
Pigneur (2010)? 
6.1.3. Introduction for the informant 
 
 It is a study of "Organizational learning and its influence on business models. This research takes 
place within the framework of an MSc in Management (strategy & innovation) program at Open 
University of the Netherlands, conducted by Bob Avonds. 
 The purpose of the interview is to collect information about how a business unit from a high-
tech company handles the organizational learning process. The aim is to understand how this 
influences its business model and its components. Multiple business units from the same 
company will be investigated during this study and the intent is to get an understanding of how 
organizational learning influences the business model of the company. The company can benefit 
from the conclusions by using this new knowledge to optimize the learning process and design 
an even more competitive business model. The business model will be divided in nine 
components and the questions of the interview will focus around organizational learning in 
relation with those components: 
 
o Customer segments: The Customer Segments Building Block defines the different 
groups of people or organizations an enterprise aims to reach and serve Customers.  
o Value propositions: The Value Propositions Building Block describes the bundle of 
products and services that create value for a specific Customer Segment. 
o Channels: The Channels Building Block describes how a company communicates with 
and reaches its Customer Segments to deliver a Value Proposition.  
o Customer relationships: The Customer Relationships Building Block describes the types 
of relationships a company establishes with specific Customer Segments. 
o Revenue streams: The Revenue Streams Building Block represents the cash a company 
generates from each Customer Segment (costs must be subtracted from revenues to 
create earnings). 
o Key resources: The Key Resources Building Block describes the most important assets 
required to make a business model work. 
o Key activities: The Key Activities Building Block describes the most important things a 
company must do to make its business model work. 
o Key partnerships: The Key Partnerships Building Block describes the network of 
suppliers and partners that make the business model work. 
o Cost structure: The Cost Structure describes all costs incurred to operate a business 
model. 
 Key definitions:  
o Business model: “The rationale of how an organization creates, delivers, and captures 
value” 
o Organizational learning: “Organizational learning is a change in the organization’s 
knowledge that occurs as a function of experience” 
 Do you mind when I record this interview on tape? This simplifies the process for me. The tape 
will only be listened to by me. After the research, the tape will be destructed.  
 This is an interview with open questions. The interview will last for about one and a half hour.  
 Following on this interview, I will make a report. This report I will first present to you, before I 
process the data. Your data will be processed anonymously, so is the company name and the 
business unit name. The company name will be referred to as a ‘Dutch high tech company’.  The 
report will only be used in the study, consisting of me, PhD. Dr. Raymond Opdenakker and Prof. 
Dr. Frank De Langen.  
 Do you have any questions beforehand?  
 
6.1.4. Questions 
 
1. Did the customer segments of your business unit change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
 
1.1. Why did the customer segments change? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
1.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
1.3. Which of the following components of your business model remained the same after 
this change: ‘'Value propositions', 'Channels', 'Customer relationships', 'Revenue streams', 'Key 
resources', 'Key activities', 'Key partnerships', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
1.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
2. Did the value propositions of your business unit change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
 
2.1. Why did the value propositions change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
2.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
2.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, 'Channels', 'Customer relationships', 'Revenue streams', 'Key 
resources', 'Key activities', 'Key partnerships', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
2.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
3. Did the channels of your business unit, to which the customer is reached, change the last two 
years? 
…………………………………………………………………………………………………………………………………………………… 
 
3.1.  Why did the channels change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
3.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
3.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, ’Value propositions', 'Customer relationships', 'Revenue 
streams', 'Key resources', 'Key activities', 'Key partnerships', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
3.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
4. Did the customer relationships of your business unit change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
4.1. Why did the customer relationships change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
4.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
4.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, ‘Value propositions', 'Channels', 'Revenue streams', 'Key 
resources', 'Key activities', 'Key partnerships', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
4.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
5. Did the revenue streams of your business unit change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
 
5.1. Why did the revenue streams change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
5.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
5.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, ‘Value propositions', 'Channels', 'Customer relationships', 'Key 
resources', 'Key activities', 'Key partnerships', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
5.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
6. Did the key resources change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
 
6.1.  Why did the key resources change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
6.2.  How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
6.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, ‘Value propositions', 'Channels', 'Customer relationships', 
'Revenue streams', 'Key activities', 'Key partnerships', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
6.4.  Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
7. Did the key activities of your business unit change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
 
7.1. Why did the key activities change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
7.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
7.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, ’Value propositions', 'Channels', 'Customer relationships', 
'Revenue streams', 'Key resources', 'Key partnerships', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
7.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
8. Did the key partnerships of your business unit change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
 
8.1. Why did the key partnerships change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
8.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
8.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, ’Value propositions', 'Channels', 'Customer relationships', 
'Revenue streams', 'Key resources', 'Key activities', 'Cost structure'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
8.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
9. Did the cost structure of your business unit change the last two years?  
…………………………………………………………………………………………………………………………………………………… 
9.1. Why did the cost structure change?  
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
9.2. How was negative impact of this change mitigated? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
9.3. Which of the following components of your business model remained the same after 
this change: ‘Customer segment’, ’Value propositions', 'Channels', 'Customer relationships', 
'Revenue streams', 'Key resources', 'Key activities', 'Key partnerships'? 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
 
9.4. Was the end-result of the changes an enhancement and why? (optional depending on 
previous answer) 
………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………… 
6.2. Quotations supporting the within-case analysis  
6.2.1. Business unit ABC 
6.2.1.1. Organizational learning enhances customer segments in a high-tech company. 
 
Respondent ABC-01 “The customer segments didn’t change.” 
Respondent ABC-02 “I think the product changed more than the customer segments. The 
segments remained the same. We did introduce direct sales, which is a 
different channel, but reaching different customers. Perhaps a 
marketer looks different to the customer segments as I do. I think the 
digitalization relates more to the channel than to the customer 
segment.” 
Respondent ABC-03 “We had a look were our key strengths are and based on this, together 
with the existing customers’ segments, we defined the new segments. 
The segments we’re focusing on is also based on our knowledge of the 
industry. A new CEO is appointed to the BG, which is a request from 
the top to make a change happen.” 
 
“The financial result of the third quarter indicated that we’re finding 
the right result. My feeling is that we’re going in the right direction. 
Our stock keeping units declined without harming our business. This is 
a good sign.” 
 
6.2.1.2. Organizational learning enhances value propositions in a high-tech company. 
 
Respondent ABC-01 “We work closer with our partners. It all became more open. 
Collaboration is key and we put value propositions together on the 
market. It’s a network model. The main reason is because we’re 
stronger together. Our value proposition improves if we work 
together.” 
Respondent ABC-02 “The R&D investments created a good base and a new business. It’s a 
change we have to see as positive at this point in time.” 
 
“The alternative is not being profitable. For this reason, it’s an 
improvement. The financial results need to follow as part of this recent 
change. The signals are that the strategy is working. It’s a necessary 
reaction which seems to have good results.” 
Respondent ABC-03 “The success of our technology and business unit is attracting markets 
and influences our revenue streams. We added a value proposition for 
markets like Asia. In Europe and USA, the need for similar value 
propositions is also there, but the demand is less if we compare with 
the Asian market. Based on our experience and knowledge, we do get 
insights in markets. We also made changes in the value proposition by 
bringing more focus. We learned that we’re not so good in managing a 
large scale of products.” 
 
“The business is really booming, I don’t see  negative impact.” 
 
“The market demand is large enough, I see this as an improvement. 
The new value proposition can be the rescue of our business unit.” 
 
6.2.1.3. Organizational learning enhances channels in a high-tech company. 
 
Respondent ABC-01 “The type of customers is shopping in a different way. It is a strategical 
choice as well to change the channels this way.” 
 
“We have a direct route to the customer and it gives higher margins. 
We can also deliver more information and it is more educational." 
Respondent ABC-02 “Digitalization and connectivity was possible due to the technical 
possibilities and due to the demand and evolution of the customer.” 
 
“There are always incidents which can have an impact, this doesn’t 
mean that it’s always negative. We notice that the digitalization of our 
channels give customers the chance to react if they are happy or not 
happy. This can have impact on our brand image. We do anticipate on 
feedback from digital channels.” 
 
“The R&D investments created a good base and a new business. It’s a 
change we have to see as positive at this point in time.” 
Respondent ABC-03 “The new value proposition made us add the new channels. This is also 
a new business opportunity for the electronic channels, who are 
requesting our products. We are happy to step in to fill this gap.” 
 
“We have a clear vision on what product to sell via which channel. We 
don’t think all products are matching all channels. We make targeted 
decisions on what to sell. It’s difficult to explain to a customer that 
they don’t get certain products. We mitigate this by doing pilots to 
learn which products can be sold via which channels. Working with 
certified partners might be a future direction.” 
 
“Absolutely, it makes us deliver our products to the customers at the 
right place. It makes our positioning better.” 
 
6.2.1.4. Organizational learning enhances customer relationships in high tech company. 
 
Respondent ABC-01 “We have bigger teams and monitoring in customer service and social 
media.” 
 
“We sell both hardware and software. The customers are buying in a 
system and they can extend the system. It’s a lock-in for customers. 
We are using this model using our customer relationships. This is both 
a strategical decision as our environment is asking for these kinds of 
relations.” 
 
“Having a longer-term relationship, makes it mandatory to maintain 
the relationship. We see that the customer is more active on social 
media and other digital channels when things go wrong. We mitigate 
this by monitoring with a bigger team. We learned to use social media 
in our advantage as well.” 
 
“Yes (it’s an enhancement). We use it (customer relationships/social 
media) as a benefit because it’s free publicity.” 
Respondent ABC-02 “We are aligning with the market to bring a better story around our 
propositions. This impact is especially high with large customers. Our 
storyline within marketing was our key mitigation action.” 
 
“There are always incidents which can have an impact, this doesn’t 
mean that it’s always negative. We notice that the digitalization of our 
channels give customers the chance to react if they are happy or not 
happy. This can have impact on our brand image. We do anticipate on 
feedback from digital channels.” 
 
“It’s a change within marketing, we worked hard to bring the story to 
the customer. Marketing succeeded in this story.” 
“The business starts doing better and it looks like the strategy is 
bringing the business to an increase again.” 
Respondent ABC-03 “An open standard causes that competitors can lift on our success. We 
decided at some point in time to close the standard so that competitor 
products don’t work anymore. The influence of social media and online 
ratings and reviews made us to open the standard again because our 
sales declined. We learned to act more careful in relation with social 
media.” 
 
6.2.1.5. Organizational learning enhances revenue streams in a high-tech company. 
 
Respondent ABC-01 The revenue streams didn’t change. 
 
Respondent ABC-02 “The revenue streams mainly changed due to the adoption of the new 
value proposition and a change in key partnerships. This change was 
made based on our strategy and based on the licenses and cost 
structure of those partnerships.” 
 
“It must be positive if we see the topline and bottom-line going up.” 
Respondent ABC-03 “The business is really booming, I don’t see negative impact.” 
 
“The market demand for the new value proposition is very high and it’s 
a very hard growing business. This causes the revenue streams to 
change.” 
 
“Yes, we realized a way to find grow in this business unit.” 
 
“Giving less weight to our existing key partner had the consequence 
that it impacts the revenue streams. We mitigated this change by 
doing it slowly. We don’t lose all our revenue at once which gives us 
the opportunity to fill this gap by other business.” 
 
6.2.1.6. Organizational learning enhances key resources in a high-tech company. 
 
Respondent ABC-01 “We started doing more in innovation, less in production, more in 
activation, more in customer service. At the end a lot of changes 
occurred. The changing value proposition is the key driver. There was 
an opportunity in the market.” 
 
Was the end-result of the changes an enhancement and why? 
“Yes, it enables us to take other market opportunities.” 
Respondent ABC-02 “The digital evolution requires a new type of resources and knowledge. 
The change is mainly driven by the added proposition. Also, the fact 
that the demand in the traditional products declined made us make 
this change.” 
 
Was the end-result of the changes an enhancement and why? 
“Yes, we need them to support the value proposition.” 
 
Respondent ABC-03 “We also see a shift in people and team composition. This has to do 
with the new business we’re in. We also moved an important office 
and their people centrally to make sure that the integration between 
people and units becomes better. The idea is that the value 
propositions integrate better as well.” 
 
“Yes, the collaboration between key resources is much better now.” 
 
“The change in key resources saved us money.” 
 
6.2.1.7. Organizational learning enhances key activities in a high-tech company. 
 
Respondent ABC-01 “We are focusing more on software and less on mechanics. There is 
more marketing. We need to have a different story because we’re 
adding value to a latent need of the customer instead of a primary 
need. The changed value proposition, which is caused due to a 
conscious decision and due to a market need, is another reason for 
this change.” 
 
“We had to make an investment to get new capabilities and resources. 
This is how we mitigated the need for different key resources.” 
 
Was the end-result of the changes an enhancement and why? 
“Yes, because I believe it’s the future.” 
Respondent ABC-02 “We started with outsourcing of production. Direct sales in a digital 
world is another change in the key activities. We do this to reduce 
costs and to support the value proposition.” 
 
“We had to make a change because our business was under pressure. I 
think we had a good response and I think we’re saving our business.” 
Respondent ABC-03 “Yes, the additional value proposition caused additional key activities.” 
 
“There is a focus on knowledge in technology which is required. The 
market requests the new value propositions, and for this reason our 
key activities need to follow. Also, the key activities changed based on 
our experience and knowledge we build up from the past. We also 
helped in developing a new market standard which makes our 
innovation model more open. Both our software as hardware is 
opened for external parties.” 
 
Was the end-result of the changes an enhancement and why? 
“Yes, overall we reach the desired effect.” 
 
6.2.1.8. Organizational learning enhances key partnerships in a high-tech company. 
 
Respondent ABC-01 “We work closer with our partners. It all became more open. 
Collaboration is key and we put value propositions together on the 
market. It’s a network model. The main reason is because we’re 
stronger together. Our value proposition improves if we work 
together.” 
 
 “We need to adjust to our partner. We try to set up our software 
efficient so that it becomes more adaptive and agile.” 
Was the end-result of the changes an enhancement and why? 
“Yes, it’s one of the reason why we are growing.” 
Respondent ABC-02 “Partnerships costs money and work. As an example, the package 
should be compliant with the branding of the different partners. This 
maintenance has an impact on the costs and innovation of our 
business. This makes that less investment can go to R&D. We mitigated 
this negative impact by making strategic investments in partnerships 
which cost a lot of money, which we expect to deliver additional 
revenue in the long term, it’s an investment.” 
 
“We’re working with premium digital global partners. It was a 
conscious strategic decision from our company to start working wi th 
the key players in the market. We want to become the number 1 in the 
market.” 
 
“It’s very expensive. In my opinion, I am afraid that in the future the 
possibility exists that partners might decide to take over our 
proposition and close the partnership. Our current mitigation action is 
to invest to become the market standard before the partners do so. 
The future will tell how the evolution will go.” 
Respondent ABC-03 “We started to think differently about open innovation, we are getting 
partnerships with external companies to define new value propositions 
based on our open standard. This was a key learning.” 
 
“We decided to give less weight to one of our key existing partners due 
to our new value propositions and strategy around that. The new value 
proposition enabled a lot of new partnerships. We used to have ‘go to 
market partnerships’ with a big global player. We currently invest in 
collaboration with our key partners. We also do our best to have no 
overlap with the partners to make sure we don’t compete, but 
collaborate with them.” 
 
“Giving less weight to our existing key partner had the consequence 
that it impacts the revenue streams. We mitigated this change by 
doing it slowly. We don’t lose all our revenue at once which gives us 
the opportunity to fill this gap by other business.” 
 
Was the end-result of the changes an enhancement and why? 
“Yes, we are going the way where we believe our power is. We made 
our key partnerships dependent on us without being in competition 
with them.” 
 
6.2.1.9. Organizational learning enhances the cost structure in a high-tech company. 
 
Respondent ABC-01 “We shift money from places where was less revenue and moved it to 
place were revenue is higher. We strategically support our value 
proposition this way and so support market demand.” 
 
“On short term, we have to invest to make sure that we win on the 
long term. We remove costs somewhere else to make sure the short-
term costs remain stable.” 
 
“Yes, it improved. We are getting closer to making profits.” 
Respondent ABC-02 “It was almost impossible to have such a large amount of SKU’s as we 
had, so we had to bring down the costs on this aspect.” 
 
“The R&D investments created a good base and a new business. It’s a 
change we have to see as positive at this point in time.” 
 
“The revenue streams mainly changed due to the adoption of the new 
value proposition and a change in key partnerships. This change was 
made based on our strategy and based on the licenses and cost 
structure of those partnerships.” 
 
“Partnerships costs money and work. As an example, the package 
should be compliant with the branding of the different partners. This 
maintenance has an impact on the costs and innovation of our 
business. This makes that less investment can go to R&D. We mitigated 
this negative impact by making strategic investments in partnerships 
which cost a lot of money, which we expect to deliver additional 
revenue in the long term, it’s an investment.” 
 
“We started with outsourcing of production. Direct sales in a digital 
world is another change in the key activities. We do this to reduce 
costs and to support the value proposition.” 
 
“There is also a narrower focus in products, which makes the costs 
structure better.” 
 
“The outside world made us and the market evolution made us see a 
decline in the traditional model. The partnerships are very expensive 
and costs a lot of money. The licenses should be analyzed with the 
revenue streams. We plan to stop some partnerships as a learning 
from this.” 
Respondent ABC-03 “The factory we closed focused on products for segments which we 
decided to phase out. The factory also didn’t perform well on a 
financial way. It took several CEO’s in the BG before we took this 
decision. The current CEO took the decision to take this direction.” 
 
“The change in key resources saved us money.” 
 
“Yes, our financial numbers are increasing.” 
 
6.2.2. Business unit CBA 
6.2.2.1. Organizational learning enhances customer segments in a high-tech company. 
 
Respondent CBA-01 “The described evolution was the key trigger to look for a new profi t 
pool. This resulted into an additional profit pool inside the business 
unit. The ‘systems and data enabled services’ model was born. End-
user are targeted directly in this new model to increase the margins 
that used to be taken by distributors. The nature and complexity of the 
new technology of this model also requires our company to be more 
present at the end-user.” 
 
“Yes, it’s an improvement. There are more entries towards the market. 
Profitability is safeguarded, but growth is still the challenge for this 
new model. In some Southern-European regions the adoption of the 
new model is lower due to a more traditional way of thinking. The 
growth in those areas is lower, which results in tensions with existing 
parties.” 
“The relationships are directly coupled to the changed customer 
segments. Each segment is analyzed and a strategy is created based on 
the segments where we want to be active.” 
Respondent CBA-02 “The strategy moved more towards systems and services. For this 
reason, the customer segments related to solutions were added on top 
of the existing customer segments.” 
“I don’t think there is negative impact because we grow in a new 
segment.” 
 
“Yes, it’s a positive change because customer segments are looking 
more for solutions and we’re optimizing our segments to our 
solutions.” 
Respondent CBA-03 “The change in the new value proposition and the same reasons for 
changing the value proposition are the key reason for changing this 
component as well.” 
 
“it means a change in the capabilities of sales people. We need to 
invest in skills of people. We also need to attract people from outside 
to make sure we have the right knowledge in-house.” 
 
“Yes, we have successes. Still we want to take it further the upcoming 
years. It’s the beginning of a journey.” 
 
6.2.2.2. Organizational learning enhances value propositions in a high-tech company. 
 
Respondent CBA-01 “The described evolution was the key trigger to look for a new profit 
pool. This resulted into an additional profit pool inside the business 
unit. The ‘systems and data enabled services’ model was born. End-
user are targeted directly in this new model to increase the margins 
that used to be taken by distributors. The nature and complexity of the 
new technology of this model also requires our company to be more 
present at the end-user.” 
 
“If lower adoption and tensions with existing partners occurs in some 
regions, the organization used marketing, but also educates the 
customer segments in those areas to activate the market and to 
demonstrate the local and specific value propositions of the new 
model.” 
 
“Also, the experience we built up through the years, together with 
reliability tests increased the detailed technical and functional 
knowledge about the product and its lifecycle. This enables our 
company to deliver a new value proposition: systems and services.” 
Respondent CBA-02 “A big part of the organization is still in the product mindset and know 
in the system and services mindset. Internal knowledge requires to 
grow towards the new model. We work hard on this by making our 
people conscious, and sharing knowledge. The lighting university is an 
example of an educator for our people and our market. This change 
will take years and not weeks.” 
Respondent CBA-03 “The market is making a digital transformation.” 
 
“Some aspects become economical feasible while they only used to be 
technical feasible in the past. Due to the technical possibilities, we can 
serve existing needs in the market. This enables us to build services in 
our business model.” 
 
“Not such much due to the change. The industry made a digital 
transformation which caused a decline in price. The customer gets 
more value for less money. We faced the same trend in our industry. In 
parts of our business we see pressure in our revenue stream, but we 
mitigate this by adding a new revenue stream from our systems and 
services.” 
 
“Yes, because we can sell systems, we are able to add additional value 
which causes additional revenue streams.” 
 
“The change in the new value proposition and the same reasons for 
changing the value proposition are the key reason for changing this 
component as well.” 
 
“The cost structure is a key driver to shift the production to other 
regions. The R&D investments are made to support the new value 
propositions of systems and services and to safeguard our future.” 
 
6.2.2.3. Organizational learning enhances channels in a high-tech company. 
 
Respondent CBA-01 “Yes, it’s an improvement. There are more entries towards the market. 
Profitability is safeguarded, but growth is still the challenge for this 
new model. In some Southern-European regions the adoption of the 
new model is lower due to a more traditional way of thinking. The 
growth in those areas is lower, which results in tensions with existing 
parties.” 
“To increase the market share and presence.” 
Respondent CBA-02 “The global trend is digitalization and ‘connected’. We are following 
the global trend to stay ahead of the game.” 
 
“We’re building up knowledge based on data which we gather from 
our digital channels.” 
Respondent CBA-03 “The market is making a digital transformation.” 
 
“We are looking for this change, it’s a purely strategical decision” 
 
“It goes hand in hand with the entire transformation we’re having an 
integrated approach. The end-result is going upwards.” 
 
6.2.2.4. Organizational learning enhances customer relationships in high tech company. 
 
Respondent CBA-01 “If lower adoption and tensions with existing partners occurs in some 
regions, the organization used marketing, but also educates the 
customer segments in those areas to activate the market and to 
demonstrate the local and specific value propositions of the new 
model.” 
 
“The relationships are directly coupled to the changed customer 
segments. Each segment is analyzed and a strategy is created based on 
the segments where we want to be active.” 
 
“Yes, we receive better input from the end-customer, which has a 
positive effect on our innovations.” 
Respondent CBA-02 “A big part of the organization is still in the product mindset and know 
in the system and services mindset. Internal knowledge requires to 
grow towards the new model. We work hard on this by making our 
people conscious, and sharing knowledge. The company university is 
an example of an educator for our people and our market. This change 
will take years and not weeks.” 
 
“We’re building up knowledge based on data which we gather from 
our digital channels.” 
 
“Account management and sales requires a total different approach to 
build up relations. We are building tools to increase knowledge and to 
enable our people.” 
 
“Getting an understanding of what the customer wants, makes the 
supply chain more predictable and stable which is beneficial.” 
 
“The organization is learning, but the time to learn is limited. We are 
working on this point to accelerate.” 
Respondent CBA-03 “The change in the new value proposition and the same reasons for 
changing the value proposition are the key reason for changing this 
component as well.” 
 
“Yes, it means a change in the capabilities of sales people. We need to 
invest in skills of people. We also need to attract people from outside 
to make sure we have the right knowledge in-house.” 
 
“Yes, we have successes. Still we want to take it further the upcoming 
years. It’s the beginning of a journey.” 
 
6.2.2.5. Organizational learning enhances revenue streams in a high-tech company. 
 
Respondent CBA-01 “Yes, it’s an improvement. There are more entries towards the market. 
Profitability is safeguarded, but growth is still the challenge for this 
new model. In some Southern-European regions the adoption of the 
new model is lower due to a more traditional way of thinking. The 
growth in those areas is lower, which results in tensions with existing 
parties.” 
Respondent CBA-02 The formula didn’t result in any data to analyze  for this respondent. 
Respondent CBA-03 “Not such much due to the change. The industry made a digital 
transformation which caused a decline in price. The customer gets 
more value for less money. We faced the same trend in our industry. In 
parts of our business we see pressure in our revenue stream, but we 
mitigate this by adding a new revenue stream from our systems and 
services.” 
 
“Yes, because we can sell systems, we are able to add additional value 
which causes additional revenue streams.” 
 
6.2.2.6. Organizational learning enhances key resources in a high-tech company. 
 
Respondent CBA-01 “Specialized companies were acquired to get the required knowledge 
in-house and to generate a constant revenue stream.” 
 
“Retailers, distributors and value-added partners are maintained to 
facilitate the existing product models, but clear agreements where 
made about the role of our company in the new systems and data 
enabled services model.” 
 
“This is a massive change. The type of sales persons changed due to 
the systems and services approach. Closing and optimizing factories is 
required due to the new model. There is also a transformation in 
reuse, closing and starting new key resources.” 
 
“Competition and the pressure on price makes the shift from key 
resources from western towards eastern countries.” 
 
“As manager, it’s crucial to take this tough decision, as a person it’s a 
very difficult to make these kinds of decisions which impact our 
people.” 
Respondent CBA-02 The formula didn’t result in any data to analyze for this respondent. 
Respondent CBA-03 “Yes, it means a change in the capabilities of sales people. We need to 
invest in skills of people. We also need to attract people from outside 
to make sure we have the right knowledge in-house.” 
 
6.2.2.7. Organizational learning enhances key activities in a high-tech company. 
 
Respondent CBA-01 The formula didn’t result in any data to analyze for this respondent. 
Respondent CBA-02 “Our company is traditionally working with installers to execute entire 
project. More and more our company is now involved in doing the 
analysis directly with the customer.” 
 
“Predictability is a learning process because we deliver based on 
customer specific orders. The planning process is coming more and 
more from the sales organization. We are learning how to align 
planning based on sales. The flexibility factor is crucial.” 
Respondent CBA-03 “We see that competitors are currently coming closer. We need to 
speed up and be faster than the competition.” 
 
“The competition comes closer, we mitigate this by investing in R&D 
and doing more innovation.” 
 
6.2.2.8. Organizational learning enhances key partnerships in a high-tech company. 
 
Respondent CBA-01 The formula didn’t result in any data to analyze for this respondent. 
Respondent CBA-02 “We don’t always have all components, that’s why we use more 
partners than we used to in the past.” 
 
“Internal knowledge and strategic choices define why we work more 
with key partnerships.” 
 
“We want to keep the dependencies of key partners as low as possible 
to keep the margins high. It’s a continuous process to keep intellectual 
property of key components. This to make it difficult for new 
entrants.” 
 
“This requires knowledge and collaboration with partners.” 
Respondent CBA-03 “We use our systems and services to integrate with systems and 
services of partners in other industries. This is a decision we made and 
is based on our own strengths. Open innovation becomes important to 
make sure that the total solutions together with partners can add 
more value to customers.” 
 
“We have several partnerships, some are more successful than others. 
We learn from partnerships and we are focused.” 
 
“Yes, we became better in our partnerships, but we don’t have the 
‘slam dunk’ yet.” 
 
6.2.2.9. Organizational learning enhances the cost structure in a high-tech company. 
 
Respondent CBA-01 The formula didn’t result in any data to analyze for this respondent. 
Respondent CBA-02 The formula didn’t result in any data to analyze for this respondent. 
Respondent CBA-03 “The cost structure is a key driver to shift the production to other 
regions. The R&D investments are made to support the new value 
propositions of systems and services and to safeguard our future.” 
 
“The competition comes closer, we mitigate this by investing in R&D 
and doing more innovation.” 
 
“The cost structure went down in the traditional products the last 
years. This was required to make sure we have the money to invest in 
systems and services.” 
 
“The R&D budgets for the products became lower because of the 
investments in R&D for systems and services.” 
 
6.2.3. Business unit BAC 
6.2.3.1. Organizational learning enhances customer segments in a high-tech company. 
 
Respondent BAC-01 “It has to do with the market insights we gather.” 
“We want strong agents with high loyalty. We have a matrix we 
analyze to make sure we have the right partners in the market. We 
want to onboard bigger agents with a higher footprint.” 
“The name of the game is continuous improvement. We enhanced on 
a continuous basis and we improved our position compared to three 
years ago,” 
“Yes, we changed our go-to market based on what the market 
demands. We switched the way we structure our end-user team. We 
organize ourselves around the sweet spots which are identified in the 
market.” 
Respondent BAC-02 The formula didn’t result in any data to analyze for this respondent. 
Respondent BAC-03 The formula didn’t result in any data to analyze  for this respondent. 
 
6.2.3.2. Organizational learning enhances value propositions in a high-tech company. 
 
Respondent BAC-01 “We are reacting to what the market needs and we made a strategical 
shift to systems and services.” 
 
“We understand what’s available on the market, but we also have a 
huge R&D department to create new propositions.” 
 
“We make sure that our people and markets understand our entire 
portfolio, we have a specific team to do this and to make sure that 
new offerings and propositions are understood by stakeholders. 
Education is key. We are also looking and learning how to involve our 
key partners in a financial model.” 
 
“The revenue stream itself enhanced” 
 
“Yes, we changed our go-to market based on what the market 
demands. We switched the way we structure our end-user team. We 
organize ourselves around the sweet spots which are identified in the 
market.” 
 
“The change is made based on the opportunities in the market. We see 
potential in the federal market for example. We adjusted the team 
team composition and even our organization towards the professional 
channel and we team up with other companies to support the new 
market opportunities.” 
Respondent BAC-02 “It’s our new xyz products that have a much longer lifespan. That’s one 
of the reasons we need to generate other sources of revenue (System 
& Services being one path). It’s a company strategy to generate the 
new value propositions and to come up with the systems and services 
investments.” 
 
“The market opportunity is situated in systems and services.” 
 
“Without a doubt. The sales numbers are increasing. We have very 
good references. The exposure and new opportunities we get in 
systems and services makes it absolutely an enhancement.” 
 
“The systems and services required a new approach.” 
 
“Systems and services directs more to governments, universities and 
with higher levels in larger organizations.” 
 
“Yes, we found a new way of going to the market together with the 
agents.” 
 
“We need to invest in systems and services and we need money for 
that. This is required because of the market demand and the change in 
the traditional product business. The business was also under 
pressure, so we were forced to do something on the cost structure.” 
Respondent BAC-03 “Yes, the value proposition changed. Technical evolution in our 
industry opens new capabilities which add value to our customers.” 
 
“We are following the market trends and we follow the industry. The 
trend is that people can control their environment.” 
 
“We went through an evolution with the traditional products. We see 
this as an additional proposition.” 
 
“This new value proposition changed the revenue stream.” 
 
“We need to change. If we wouldn’t enter the systems and services, 
we could have been the same.” 
 
“The lifecycle needs to improve based on the new value proposition. 
The company needs to be more responsive to the market.” 
 
“The key partnerships based mainly on the value proposition.” 
 
“The costs structure is shifting and it has to do with the strategy of the 
company. If we want to grow and invest in new value propositions, 
then you need to adjust your cost structure to that.” 
 
“Yes, it’s some kind of a revolution. We’re setting our digital footprint. 
We are investing heavily in our value proposition. I see this as an 
enhancement.” 
 
6.2.3.3. Organizational learning enhances channels in a high-tech company. 
 
Respondent BAC-01 “Yes, we changed our go-to market based on what the market 
demands. We switched the way we structure our end-user team. We 
organize ourselves around the sweet spots which are identified in the 
market.” 
“The change is made based on the opportunities in the market. We see 
potential in the federal market for example. We adjusted the team 
team composition and even our organization towards the professional 
channel and we team up with other companies to support the new 
market opportunities.” 
“Mainly, we do see enhancement on the sales based on the changes in 
the channel.” 
“We’re making the right moves with our key partners by making co-
investments. We’re figuring this out and we have made 
enhancements.” 
Respondent BAC-02 “The way we go to market changed a lot because our agents can bring 
a lot of people to market with at a lower cost than we would go with 
our internal people.” 
 
“The agents have alternatives if our service goes down. We are 
improving our ease of doing business as a mitigation action. We put 
our sales success in their hands. ” 
Respondent BAC-03 “We followed the market trend on digitalization to reach our 
customers.” 
 
“Yes, we are providing better communication and information to 
everyone.” 
 
6.2.3.4. Organizational learning enhances customer relationships in high tech company. 
 
Respondent BAC-01 “We make sure that our people and markets understand our entire 
portfolio, we have a specific team to do this and to make sure that 
new offerings and propositions are understood by stakeholders. 
Education is key. We are also looking and learning how to involve our 
key partners in a financial model.” 
 
“We are building up good showcases and we’re doing a good job in 
education.” 
 
“We mitigated negative impact by supporting internal and external 
sales partners and guiding them through the change.” 
 
“We don’t have a traditional relationship anymore. The learning 
process partially comes from our experience and relation we have with 
the customers.” 
 
“We are looking outside our organization to tools to learn how we can 
become better. This has to do with competition and becoming more 
efficient.” 
 
“We’re following up on issues if they occur and try to solve them. It’s 
about closing the loop.” 
 
“Yes, I think so. The scores of our agent feedback improved a lot.” 
 
“Yes, the continuous improvement mindset raises the bar. We are 
growing together. There is a training program ongoing.” 
Respondent BAC-02 “We were at the bottom of our service level and we were losing sales.” 
 
“We used the survey to understand the customer complaints better. It 
gave us a tool to listen to the customer and to get an understanding of 
what the market needs. We are successful in this, and that’s what we 
see in our survey scores. Our customers gave us the right direction. We 
started thinking on how to anticipate on this feedback.” 
 
“We had 60 points of improvement in two years’ time. This is a major 
achievement.” 
 
“The growth of systems and services makes a big difference. The 
improvement in satisfaction and in services makes us more 
trustworthy to do business with. All things together make us grow. The 
mix between traditional products and systems and service changed.” 
 
“Yes, all changes put the revenue streams under pressure because 
reliability, customer relations and sales knowledge were subject of 
change. We’re turning now and see that the changes made in key 
resources starts to bring more positive results to our performance.” 
Respondent BAC-03 “You can only target these individuals if you have something for them 
which adds value. Our story and value proposition improved and now 
we are capable to advise them and inform them better. We became a 
trusted advisor on a broader scope than initially.” 
 
“We engage and segment very well and decide to target and who not.” 
 
“Yes, we are engaging with the customers on a different level, more 
strategically.” 
 
6.2.3.5. Organizational learning enhances revenue streams in a high-tech company. 
 
Respondent BAC-01 “The revenue stream itself enhanced” 
“Mainly, we do see enhancement on the sales based on the changes in 
the channel.” 
“It has to do with a cost reduction. This is required to make more 
profit.” 
Respondent BAC-02 “Without a doubt. The sales numbers are increasing. We have very 
good references. The exposure and new opportunities we get in 
systems and services makes it absolutely an enhancement.” 
“The agents have alternatives if our service goes down. We are 
improving our ease of doing business as a mitigation action. We put 
our sales success in their hands. “ 
 
“We were at the bottom of our service level and we were losing sales.” 
 
“Yes, we saw growth and we have the confidence to realize 6% 
growth.” 
 
“The growth of systems and services makes a big difference. The 
improvement in satisfaction and in services makes us more 
trustworthy to do business with. All things together make us grow. The 
mix between traditional products and systems and service changed.” 
 
“We made a lot of changes. We suffered from the differences and the 
amount of changes. At the end, we are starting to see results of all 
changes now.” 
 
“Absolutely, our performance, lead times and reliability improved and 
there’s recognition in our business. The real answer is that the answer 
is still in front of us. The payback will be in the upcoming years.” 
 
“Yes, all changes put the revenue streams under pressure because 
reliability, customer relations and sales knowledge were subject of 
change. We’re turning now and see that the changes made in key 
resources starts to bring more positive results to our performance.” 
Respondent BAC-03 “There are new fiscal laws on how to define revenue. The revenue 
recognition of systems and services is also a change. This new value 
proposition changed the revenue stream.” 
 
“Yes, we still have products, but additionally we have the new value 
propositions.” 
 
6.2.3.6. Organizational learning enhances key resources in a high-tech company. 
 
Respondent BAC-01 “We mitigated negative impact by supporting internal and external 
sales partners and guiding them through the change.” 
Respondent BAC-02 “The main driver is the costs which comes from the strategy. We want 
to save costs to be ready for the future. By consolidating different 
businesses, we want to take advantage of the overlap.” 
 
“We reduced overhead in key resources in many areas and used the 
money to invest in our strategic direction of systems and services. The 
investment was like medicine. It didn’t taste good when taking, but I 
have confidence that the result will be positive. I expect the results 
that we wanted to become visible.” 
Respondent BAC-03 “We need to change. If we wouldn’t enter the systems and services, 
we could have been the same.” 
 
“Changes had impact on human resources, we had to find people with 
different capabilities.” 
 
“Yes, if we wouldn’t change, we would be out of business right now .” 
 
6.2.3.7. Organizational learning enhances key activities in a high-tech company. 
 
Respondent BAC-01 “We organize ourselves for success. We look to the market and to our 
own strategy to organize our key activities. There is a continuous 
improvement mindset. We learn from our mistakes. We know where 
the pitfalls are.” 
 
“I think in any change you cannot expect it to go perfectly. We are 
smart enough to be ready for a change. Some things work, some things 
didn’t. We solve problems as they come. We start small and we scale 
up on success. We make changes slowly so that we don’t brake 
anyone’s business.” 
 
“Yes, the continuous improvement mindset raises the bar. We are 
growing together. There is a training program ongoing.” 
Respondent BAC-02 “We reduced overhead in key activities and built up new competencies 
in many areas and used the money to invest in our strategic direction 
of systems and services. The investment was like medicine. It didn’t 
taste good when taking, but I have confidence that the result will be 
positive. I expect the results that we wanted to become visible.” 
Respondent BAC-03 “The lifecycle needs to improve based on the new value proposition. 
The company needs to be more responsive to the market.” 
 
“Yes, we are becoming faster, it’s an evolution.” 
 
6.2.3.8. Organizational learning enhances key partnerships in a high-tech company. 
 
Respondent BAC-01 “We want strong agents with high loyalty. We have a matrix we 
analyze to make sure we have the right partners in the market. We 
want to onboard bigger agents with a higher footprint.” 
 
“The change is made based on the opportunities in the market. We see 
potential in the federal market for example. We adjusted the team 
team composition and even our organization towards the professional 
channel and we team up with other companies to support the new 
market opportunities.” 
 
“We mitigated negative impact by supporting internal and external 
sales partners and guiding them through the change.” 
 
“We’re making the right moves with our key partners by making co-
investments. We’re figuring this out and we have made 
enhancements.” 
 
“We have four criteria to select key partners in the market. The 
network of people in the industry is very important in defining who to 
work with as well.” 
 
“We are more educated in making decision on key partners, we 
learned from the past. I consider this as an improvement.” 
 
“We’re giving up a little bit of our control. We mitigate this by making 
a very solid agreement with agents. The agreements are mutually 
beneficial.” 
Respondent BAC-02 “We need to find the role of our partners in the systems and services 
value proposition. We mitigate this action by having a lot of dialogue 
with our partners. Some of the work we intend to do is currently been 
done by others in the market, but we’re saying we can do it better +/or 
bundle it with other things to make it a better play for our customers.” 
 
“The focused use of agents as partners is another change.” 
 
“The current partners all want a piece of the pie. We need to find the 
role of our current partners in the systems and services value 
proposition. We mitigate this action by having a lot of dialogue with 
our partners.” 
 
“The bigger change are the agents who give us entrance to the market. 
This relates to the strategic choice we made as a company to direct to 
those people and enterprises.” 
 
“We are considering using relationships of our partners instead of 
competing with them. We are balancing and trying to find the balance 
of the ownership of the relationship with the customer. This is 
sensitive in a cooperation with a partner, especially if we lever their 
network. There is learning on the go, and the answer is in the 
partnership instead of seeing them as an alternative.” 
 
“Yes, we found a new way of going to the market together with the 
agents.” 
Respondent BAC-03 “Yes, we are providing better communication and information to 
everyone.” 
 
“The key partnerships based mainly on the value proposition.” 
 
“The line between what the partners are doing and what we are doing 
becomes thin. We need to make sure we don’t lose the business to the 
partner. We mitigate this by closing our systems for our company 
only.” 
 
“Yes, we added new partners.” 
 
6.2.3.9. Organizational learning enhances the cost structure in a high-tech company. 
 
Respondent BAC-01 “It has to do with a cost reduction. This is required to make more 
profit.” 
 
“We went from a direct market to an agent market. The agent model is 
a different motivator. We decided to use this model as part of our 
internal strategy.” 
 
“Yes, it was an improvement and the signs are positive at the bottom-
line.” 
Respondent BAC-02 “The way we go to market changed a lot because our agents can bring 
a lot of people to market with at a lower cost than we would go with 
our internal people.” 
 
“The cost of doing business was significant.” 
 
“The main driver is the costs which comes from the strategy. We want 
to save costs to be ready for the future. By consolidating different 
businesses, we want to take advantage of the overlap.” 
 
“We reduced overhead in key activities and built up new competencies 
in many areas and used the money to invest in our strategic direction 
of systems and services. The investment was like medicine. It didn’t 
taste good when taking, but I have confidence that the result will be 
positive. I expect the results that we wanted to become visible.” 
 
“We need to invest in systems and services and we need money for 
that. This is required because of the market demand and the change in 
the traditional product business. The business was also under 
pressure, so we were forced to do something on the cost structure.” 
 
“All the transitions were difficult for the customer and for ourselves. 
There was a lot of negative impact, but we see now that the changes 
start to pay off. We start to notice that we have a commercially 
stronger and a more cost efficient organization.” 
 
“We start to notice that we have a commercially stronger and a more 
cost efficient organization.” 
Respondent BAC-03 “The costs structure is shifting and it has to do with the strategy of the 
company. If we want to grow and invest in new value propositions, 
then you need to adjust your cost structure to that.” 
 
“Yes, it’s some kind of a revolution. We’re setting our digital footprint. 
We are investing heavily in our value proposition. I see this as an 
enhancement.” 
 
6.3. Overview of results 
Resp.1 Resp. 2 Resp. 3 Resp.1 Resp. 2 Resp. 3 Resp.1 Resp. 2 Resp. 3
External environment 67% 67% 1 0 1 0 0 1 1 1 1
Latent organizational context 44% 44% 0 1 0 0 0 0 1 1 1
Experience 33% 33% 0 0 1 1 1 0 0 0 0
Knowledge 22% 22% 0 0 1 1 0 0 0 0 0
Tools 22% 22% 0 0 0 1 0 1 0 0 0
New learning cycle 11% 11% 0 0 0 1 0 0 0 0 0
Members 11% 11% 0 0 0 0 0 0 1 0 0
Latent organizational context 56% 56% 1 0 1 1 0 1 0 0 1
Experience 22% 22% 0 1 1 0 0 0 0 0 0
External environment 78% 78% 0 0 1 1 1 1 1 1 1
Knowledge 22% 22% 0 0 1 0 1 0 0 0 0
New learning cycle 11% 11% 0 0 0 0 0 0 0 1 0
Latent organizational context 67% 67% 1 0 0 1 0 1 1 1 1
Experience 67% 67% 1 1 1 0 0 0 1 1 1
External Environment 33% 33% 0 1 0 0 0 0 1 1 0
Knowledge 33% 33% 0 0 0 0 1 0 1 1 0
Tools 44% 44% 0 0 0 0 1 0 1 1 1
Members 44% 44% 0 0 0 0 0 1 1 1 1
New learning cycle 22% 22% 0 0 0 0 0 0 1 1 0
Latent organizational context 44% 67% 0 1 1 0 0 1 1 0 0
Knowledge 33% 50% 0 0 1 0 0 0 0 1 1
External environment 22% 33% 0 0 0 0 0 1 0 1 0
Tools 11% 17% 0 0 0 0 0 0 0 1 0
Latent organizational context 44% 67% 1 1 1 0 0 0 0 0 1
External environment 22% 33% 1 1 0 0 0 0 0 0 0
External environment 33% 50% 1 0 1 0 0 0 1 0 0
Experience 33% 50% 1 0 1 0 0 0 1 0 0
Latent organizational context 56% 83% 1 1 0 0 0 0 1 1 1
Knowledge 11% 17% 0 0 1 0 0 0 0 0 0
External environment 56% 83% 1 0 1 0 0 0 1 1 1
Tools 44% 67% 1 0 0 0 0 0 1 1 1
Latent organizational context 11% 17% 0 0 1 0 0 0 0 0 0
Members 33% 50% 0 0 0 0 0 0 1 1 1
Experience 33% 50% 0 0 0 0 0 0 1 1 1
Knowledge 33% 50% 0 0 0 0 0 0 1 1 1
Latent organizational context 67% 100% 1 1 1 0 0 0 1 1 1
External environment 11% 17% 0 1 0 0 0 0 0 0 0
Experience 11% 17% 0 1 0 0 0 0 0 0 0
Members 11% 17% 0 0 0 0 0 0 0 1 0
Tools 11% 17% 0 0 0 0 0 0 0 1 0
Business unit BAC
Exclude 
backend (*) 
of BU CBA
Business Model Component Enhancement element
Positively 
answered in 
% of 
respondents
Business unit ABC Business unit CBA
Key activities *
Key partnerships *
Cost structure *
Value propositions
Channels
Customer relationships
Revenue streams
Key resources *
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